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The Storz Style ... in public service 

From the files of the five Storz Stations . . . hero are two recent 
. . . and typical . . . examples of service in the public interest: 



in Miami, 
WQAM helped 
get out the vote 




it happened when WQAM decided to 
hid a presidential straw vote? More 
i 30.000 phone calls swamped WQAM's 
lit ics in the .in day "Election Poll", 
irly average: 870 calls. Each oi' t he GOO 
onnccments WQAM devoted to "Elec- 
Poll'' urged listeners not only to take 
t in the strati' vote, but to exercise their 
ichise on Election Day, as well. 

•ffieial returns for Dade County, Florida, 
.ved a balloting of more than 2.">0,000 
■s — representing: a decided increase over 
19o2 turn-out. 



in New Orleans, 
WTIX comforted 
a mourning family 




A poverty-stricken family had just buried 
its two youngest members, dead of rat- 
poisoning. One Sunday, "WTIX devoted 
a full air day to mobilizing assistance for 
the desperate family. In cooperation with 
the American Legion Post 20:!, "WTIX per- 
sonalities urged contributions of money, 
clothing and food. 

The response was instantaneous. More than 
.$2,100 . . . 400 items of clothing and 50 
boxes of foodstuffs poured in to comfort 
the family in its unhappy hour. 
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tstanding service 
Future Farmers of America" 



KPRC Farm Director, George Roesner, 
became the third Texan in history and the 
only broadcaster this year to receive FFA's 
highest award, the Honorary American 
Farmer Degree, at the national FFA 
Convention in Kansas City. The degree is 
awarded to men who have rendered out- 
standing service to the Future Farmers of 
America organization. 
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JACK HARRIS, Vice President & General Manager 
JACK McGREW, National Sales Manager 
Nationally represented by EDWARD PETRY & CO. 



\ 
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CBS, NBC, and ABC Television Networks 
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DIGEST OF ARTICLES 



"Kadio commercials I \*isli IM written" 

23 Top agencv cdpv chiefs select outstanding radio commercials tif 1 C J.">6 lor 
i | t memorability, (2) abilitv to create product desire. (3) sain attention 

1'Yatiire 111 hi ratings — ltovt good? 

26 ^ report of how tlie powerhouse movie packages are doing rating-^ isc and 
the implications of these figures as the rating returns start pouring in 

Christmas* hall of wax 

29 \ one-act play lumlh suitable (or production about how the Miook. 
(Irappie & Bream agency organized in depth for annual Christmas party 

Which media would yon pick? 

32 ' >arl lun ;1 "''our ^ teM for media men" details strategy and reason- 
ing of two more agency execs who also chose air media for Product \ 

Monthly cost and programing tv Cnmparagraph 

35 l'Vatuies include average io-ts by network program t>pos; eost-per-1000 
for top 10 nighttime and daytime network shows; spot television basics 



FEATURES 



20 19th and Madison 
54 Mr, Sponsor 
57 New and Renew 
62 News & Idea W rap- 1 p 

5 Newsmaker of the Week 

78 Heps at Work 

52 sponsor Asks 

16 Sponsor Backstage 

72 Sponsor Hears 



9 Sponsor-Scope 
80 Sponsor Speaks 
58 <\,o\ Hays 
80 Ten Second Spots 

6 Timebnyers at Wotk 
76 Tv and Kadio Newsmaker! 
60 Tv Results 
69 Washington W eek 



In Next Week's Issue 



1956 Kadio Kcsnlls Section 

lien- in alphabetical form under product categories, readers will find 
capsule radio result stories, indexed for ready use in planning radio 
campaigns 



IJri-t 1\ commercials of 1956 

f.opy chiefs were sI'unsoh's panel in selection of the best tv commercials 
of the year. The counterpart to top radio commercials story this issue 
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A 
HALF 



DOLLAR 



will 90 
a long way 
these days on 




WHO Radio! 



Take 9 a.m. fo 72 noon as an example . . • 



JrAR be it from us to suggest that radio is the 
only worthwhile advertising medium — but we 
do say it can get more mileage out of a dollar 
than most people realize. Especially on WHO 
Radio! 

LET'S LOOK AT THE RECORD . . . 

On WHO Radio, a 1 -minute spot between 
9 a.m. and 12 noon delivers a minimum 
of 47,086 actual listening homes, in Iowa 
alone! 

That's at least 496 homes for half a dollar, 
or 1000 homes for $1.01 — ALL LISTENING 
TO WHO! 

That's the half-dollar minimum. With its 
50,000-watt, Clear-Channel voice, WHO also 
gets thousands of unmeasured listeners, both in 
and outside Iowa. Iowa alone has 527,000 extra 
borne sets and 573,000 car radios — and "Iowa 
Plus" coverage represents a third big bonus! 



Let Peters, Griffin, Woodward give you full 
details — including availabilities. 

( Computations based on projecting Nielsen 
figures and 7955 loira Radio Audience Survey 
data against our 26-time rate.) 

WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines 
WOC-TV, Davenport 

WHO 

for Iowa PLUS! 

Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 

Peters, Griffin, Woodward, Inc. 
National Representatives 
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KGUL-TV'S 



NEW 



SUPER TOWER 



DELIVERS 4 OF 




KGUL's area coverage (with over 600,000 families) 
encompasses Galveston, Houston and the entire Gulf 
Coast. The buying power of this area represents 25% 
of the total buying power of the whole state of Texas. 
Here is a real Texas-size buy for your advertising 
dollars. 



KGUL-TV is the only station delivering a primary city 
signal to both Galveston and Houston. 



State af Texas 
Families 2,510,500 
Effective Buying Income $12,622,592 

Source of Figures: Sales Management 



Gulf Caast 
TV Market 

611,600 
$3,258,444 



% 
24.36 
25.81 



k(gi)77 



Galveston, Texas 

Represented Nationally by CBS Television Spot Sales 
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of the week 



Maury Malin: the farmer takes a show 



Sand) -haired. easy -going 




Maury Malin has never been a farmer. 
But in his 12 years as advertising manager for the Chows division at 
Ralston Purina he has learned to understand a fanner s needs. On 
31 December. Malin begins filling one of those need.- with a Monday - 
through-Friday suppertime broadcast of interpretative farm news 
reporting direct from Washington over N15C Radio. 

The buy is for 52 weeks at a net 
figure of $340,000. Veteran Wash- 
ington correspondent Richard 
Ilarkness (who spent most of his 
youth in rural Kansas) will report 
national and international news as 
it affects the farmer, interview 7 the 
day's newsmakers, perhaps play 
tapes of pertinent bits of House 
sessions. "It's a field of farm news 
that's not now being adequately 
covered direct from its source," 
?ays Malin in a western drawl. 

The time of the broadcast (7:15 p.m. EST) may raise a few eye- 
brows in thuebuv iug circles long-steeped in traditional early a.m. 
and noon farm programing. When the newscast idea hit Malin some 
months ago. he got together with John Leach, a.c. on the Purina 
Chows account at Cardner Advertising, St. Louis. The agency sam- 
pled about 400 farmers across the nation, asked if they needed such 
a show and when they'd like to hear it. The survev revealed supper- 
time farm programs on a listening par with early morning. 

This move will boost l'urina Chow's air media budget for 1957 to 
more than $1 million. About $400,000 will be in local radio-tv farm 
programs, the balance in co-ops with dealers. While XBC's Ilark- 
ness can hardly merchandise at the level of local farm directors, be 
will lend his weight to Purina promotion by conducting Washington 
columns in two house organs— the 800.000-circulation Checkerboard 
Service and a dealer publication. Last month he addressed the RP 
sales meeting at Boca Raton in Florida. 

Malin was born 41 years ago in Kellogg, a small town in Northern 
Idaho whose industries were mining, lumbering, farming. He chose 
none, instead plunged into advertising and business administration, 
majored in these at V. of Idaho and Northwestern. After receiving 
his MBA at the latter, he went to Ralston Purina as a copywriter. 
Today he travels all over, meeting with farm directors, attending 
NATKFD sessions. He is closer to farming than if he had re- 
mained in Kellogg. For the 62-year-old Ralston Purina Co. is the 
worlds largest commercial feed manufacturer, its checkerboaid 
trademark as common to the rural scene as the milk pail. 

Purina's romance with air media goes back to the early days of 
radio. They pioneered Grand Ole Opry, discovered Fddie Arnold. 
Their earliest show is beyond Malin's memory. It was on KMOX. 
St. Louis, and starred Helen Traubel when she still sang on a local 
church choir. The commercial had, for sound effects, a hog-caller. ^ 
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in Salt Lake: 

BUILDING 

BUILDS 
BUSINESS 




Building is big business 
in the Salt Lake market 
where more than 1200 
manufacturing plants add 
over $300,000,000 annual- 
ly-S30.000.000 per year 
for plants and facilities 
alone. 

And advertisers build- 
ing big business in the 
Salt Lake market use 
powerful, persuasive KSL 
radio to service, sell and 
unify the 1.617.200 peo- 
ple building the GREAT 
SALT LA K K AH HA. 



KSL 



Radio 



SO.000 WATTS-CBS IN THE MOUNTAIN WEST 
REPRESENTED BY CBs RADIO SPOT SALES 
Sources U.S Census. Sales Management 



CASE HISTORY- 
SEAT COVERS 




Sure Fit Seat Covers 

Find Radio 
Sure Fits Sales Problems 

Back in the spring of "55, the Max 
Becker Advertising Agency of Long 
Reach picked radio to sell the 
-Sure Fit Seat Covers Division of 
the Howard Zink Corporation to 
the owners of Southern California's 
3*/;>-million passenger cars (most 
of them, naturally, radio- 
equipped) . 

Just a year-and-a-half later, Sure 
Fit lias completed a comprehen- 
sive analysis of its advertising re- 
sponse. According to division man- 
ager X. C. Zink: 

"Radio has become consistently 
more productive; for us each month 
• hiring thi« period, and has now 
reached the point where our cost- 
per-sale from radio is lower than 
from any other medium used, 

"KI5U; certainly deserves full 
credit for the contribution it has 
made to the growth and success of 
Sun 1 Fit during the past eighteen 
months." 

KI5IG, carrying four one-minute 
jingle- with dive-tag announcements 
for Sure Fit daily, is happy to 
share with two other fine Los \n- 
geles independent stations gratifi- 
cation for another job well done 
in our long list of successful South- 
ern California radio advertisers. 





KBIG 



The (atalina Station 
10,000 Walls 

74 O °™ 



JOHN POOLE BROADCASTING CO. 

6G40 Buniol Blvd.. Loa Angalni 28. California 

T»laphorf Hollywood J-J705 

Nar. Rep. WEED and Company 




Timebuyers 
at work 



Jerry Sachs, Do\ !e-Dane-Bernbach. \ew ^ ork. feels there's an 
insufficient number of tv shows with '"male-appeal.' - such as sports, 
offered to thnebuvers for clients who want to reach the masculine 
market. "'Baseball is covered, with annual attendance totaling 35. 
666,308, but racing, with 50.172.102. is not telecast, with the 
exception of some major stakes 
and handicaps."' sa\s Jerry. Be- 
cause racing is the most popular 
sport, he thinks stations and ad- 
vertisers shouhln t fear criticism 
(d gambling events. "Ilacing is one 
of the 'world's greatest spectacles, 
combining brute force with color- 
ful personalities in a fate-defv ing 
competition, " he savs. Its fans, 
he points out to advertisers, spend 
more money, and more quickly, 
than anv other sports group. 
"College basketball, also neglected."' he savs, ""has an attendance 
that either equals or exceeds baseball, although we hav e no accurate 
figures. ' Even the minor sports, Jerry notes, have eve-opening 
attendance which warrants coverage: hockey, 1,949,000; tennis. 
915,000; track and field. 2.500,000: soccer. 1,500,000; vaehting, 
3,000,000. ''Tv has overlooked the rich male market," he savs. 




Jeanne Nolan, \. W. Aver & Son. New York, disapproves of calls 
on advertisers by representatives. "The advertiser, she points out, 
'"is our client, not the rep's.'' Jeanne savs the agency often spends 
months coordinating its campaign with the client's marketing 
*trategv. and w hen the rep bv -passes the agenev. he could quite 

easilv disturb a spot plan that is 
care full) designed to produce the 
best results for the advertisers. 
"The client has chosen us to guide 
his advertising because we arc 
specialists." savs Jeanne. "He has 
faith in the agency and a-suincs 
that the people with whom it does 
business respect its judgment and 
decisions. The rep who approaches 
the advertiser, even when t lie 
agenev is first notified, is creating 
unfair doubt in the client's mind 
as to the agenev "s standing; the same doubt the station manager 
would have about a rep if wc made inquiries and bought direct!) 
from the station. 1 think reps agree that most bujers evaluate their 
presentations inlelligenth and fairly. Therefore, the proper authority 
for the rep to consult, ethically and practical!), is the timclun er." 
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Market figures prove families living in 
WXEX-TV Grade B area spend 21.8% more 
on autos* than families in Grade B area 
of any other Richmond market TV station 



WXEX-TV 
Station B 
Station C E 



Amount Spent on Autos by Grade B Area Families 



$170,145,000 



Percentage 



100% 




81.7% 



139,691,000 



82.1% 



*Automobiles, tires, batteries, accessories 
Source: Sidney Hollander Associates 




Tom Tinsley, President 



NBC BASIC-CHANNEL 8 



Irvin G. Abeloff, Vice Pres. 



National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 
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STE I N MAN STATIONS 

Clair McCollough, Gen. Mgr. 



Merry Christmas to all 
and to all a good year 



Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 
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Put down BBDO as the first Madison Avenue giant to resurrect the network 
"radio specialist." 

Bill Hoffman, who has been with the agency's tv-radio department a number of years, 
has been assigned to this newly-created post with the following broad functions: 

• Check prospects for radio on BBDO's client list. 

• Cull networks and stations for personalities and programing material that 
might be matched with clients' present and future needs. 

• Create new program ideas and devices. 

• Study new network programing concepts. 

Set up a liaison arrangement between the agency's tv-radio and media departments to 
get the radio plans rolling. 

By background and professional disposition, Hoffman is a natural for the new spot. 
He knows radio, and the networks know him. During tv's meteoric rise, Hoffman has not 
closed his ear to radio. 



Listerine (Lamhert-Hudnut) this week lined up with CBS Radio for a net- 
work campaign that will run ahout $1 -mil lion gross. 

The schedule is five 7V2- m inute daytime periods a week. It starts 7 January with 
Lambert & Feasley at the helm. 



Station reps tell SPONSOR-SCOPE this week that money allocated for 1957 to Collier's 
and Woman's Home Companion (both of which folded last week) already is flowing into 
spot radio. 

A check by SPONSOR-SCOPE with the media directors of several major agencies 
indicates that they're going over the plans involving the two publications to determine how 
and where to transfer the rest of the money. 

Their guess is that it will take at least a couple weeks to work out recommendations and 
get them approved by clients. 

Hopeful note for the air media: Since there is quite a bit of circulation duplication 
among the big magazines, much of the freed money could go elsewhere to buy new audiences. 



An interesting commentary on the generally rosy state of the radio husiness, 
as reported hy agencynien who recently have heen touring the country: 

Stations, which during the lean days of the medium moved across the railroad tracks 
to save rent, are scrambling for space again on the main drag. 

A few now dreaming about indirect lighting and air conditioning only a few months 
ago had their studios at the transmitter site. 



Members of the Association of National Advertisers will get a preview next 
March of the report Albert II. Frey will make on agency functions, services, and 
methods of distribution. 

The occasion will be the ANA's spring meeting at the Homestead, Hot Springs, Va., 
(13-15 March). 

The Dartmouth professor has been examining the modern advertiser-agency relation- 
ship, under ANA assignment, since last October. 
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SPONSOR-SCOPE continued 



Note this about feature films on tv: Comedy doesn't do nearly 90 well in audi- 
ence count as straight dramas. 

Station operators wonder whether that's due to the lack of a laugh track (something 
to which viewing audiences have been conditioned). 

In light of this perplexity, one station man suggested that the old adage be re-edited 
to read: "Weep and the world weeps with you; laugh and you'll laugh alone." 

The record of CBS Radio Spot Sales provides another index of how the 
medium has heen faring in 1956. 

Sales will he up ahout $2.5 million over 1955 (the take in that year was $13.8 
million) . 

Another factor to consider: From 1 September 1956 to 1 January 1957, 11 of the 14 
stations represented by CBS Radio Spot Sales will have put in rate increases. 

The Station Reps Association forecasts that national spot radio sales this year 
will be around $150-million — an increase of 20% over 1955. 

Sales for October — just compiled — were $16,004,000, a new high for that month and 
31% over the year before. As against September, October rose 37%. 

Purina Chows Division of the Ralston Purina Co. will spend more than ever 
on spot in 1957, despite its buy of a news program on NBC Radio. 

The network quarter hour with Richard Harkness is an innovation in this respect: 
It's a national news broadcast to the farmer after his dinner time. 

The Chows Division plans to budget over $1 million for air media next year, of which 
NBC's net will be about $360,000. 

(See further details in Newsmaker of the Week page 5.) 

General David Sarnoff last week laid to rest some rumors circulating in the 
trade about son Robert W.'s future at NBC and the plans for Bob Kintner. 
The general made this clear: 

1) NBC President Sarnoff is not being warmed up for promotion to RCA. 

In fact, Robert W. recently turned down some outside offers because he liked his work with 
NBC so much. 

2) Kintner was brought into NBC because he is a dynamic operator, did a good 
job at ABC, and hence has great manpower value to NBC. No other goal was entertained 
in his hiring. 

The general made these comments at the NBC 30th Anniversary meeting in Miami. 

For an aggressive agencyman, the alternate sponsorship concept currently is 
developing disadvantages as well as advantages. 

True, alternate sponsorship makes it economically easier to fit a client into network tv; 
but there can be a double rub if the people on the account want to be eager beavers: 

Rub No. 1 is that you don't have control of the time period; you're in partnership with 
another fellow. Hence you have to be wary about leadership in making recommendations, 
because the alternate sponsor's agency may be waiting for you to fall flat on your face. 

Rub No. 2 is the difficulty of tying in promotion without conflicting with your co-spon- 
sor. And such promotion is a big thing these days. Some examples of amounts spent' in 
kicking off a network show: Kaiser Playhouse, $25,000; Hitchcock Presents, $30,000; Robin 
Hood, $35,000. 

Suggested as a yardstick in determining how much should be spent for pro- 
motion: a sum equal to the talent and production costs of a single show. 



Kaiser Aluminum is trying to find out what effect tv advertising has 011 the 
customer's customer — the consumer of the fabricator's products. 

The study is still in the data-collecting stage; completion of the analysis will take three 
or four months. 



10 
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What is it about a can of film that can glue an audience to a tv set for 90 
minutes— even when the celluloid is so old that the pictures actually flicker? Why is it 
that an old western can run a slick, expensive variety show right off the screen? 

This week the answer to these basic questions is a key consideration. And here is how 
the psychology-minded tentatively spell out what is going on: 

1) Feature film's inherent advantage is its length. The more or less leisurely 
unfolding of a screen yarn permits the viewer to get into the mood— build up an "invest- 
ment" in what he's seeing — as opposed to the somewhat frustrating potpourri that he other- 
wise experiences. 

2) The very age of the film isn't always a handicap. The U.S. seems to he mov- 
ing into a nostalgic mood — as witness certain clothing trends, the preoccupation with Civil 
War history in books, and even a minor craze for player pianos. 

It's the length of presentation, though, on which the experts hinge much of 
their analysis. For one thing, they note strong parallels in the magazine field where Life. 
Look, Readers Digest, and others wouldn't dream of trying to satisfy the reader with an 
overdose of "quickie" stuff — all run some longer features to get "remembrance'' value. 
CIt's an axiom in the magazine business that, on the average, short material won't score as 
high in rememhrance value as longer stuff.) 

One caution in this analysis, though: Regularity of presentation is important to 
success. Scattering longer fare at unknown, irregular time periods could he a mistake, say 
the analysts. 

William Esty, long one of the more aggressive air agencies, this week gave 
an invigorating hypo to its upper echelon by: 

1) Expanding its board of directors to include eight more. 

2) Spreading out ownership to the same number of persons. 

The move has the over-all effect of reducing the control of the Esty estate (the founder 
died in 1954) , assuring the younger element of a bigger stake in the husiness, and pro- 
viding for the spread of responsibilities and executive talents to all clients. 

Average age of the new eight directors is 44. 

This year Esty will hill about $55 million, with $38 million going to air media. 



NBC has put an asking price of $44,000 net on the Jack Carson show it's 
piloting among ad agencies. 

It's been two seasons since Carson made his series of comedy appearances on the 
same network. 

Like NBC, the ABC top management has picked its new v. p. in charge of pro- 
graming from non-ad-agency ranks. 

James T. Aubrey, Jr., ABC TV's top programer, comes from CBS Television in 
Hollywood, where he was manager of network programs. 

Aubrey, who is still in his thirties, will report to Oliver Treyz, v.p. in charge of the ABC 
Television Network. 

The invasion of western films continues on the tv networks. 

Wells Fargo replaces Stanley, the current season's lone live situation-comedy series, 
on NBC at the end of March. It will be the same co-sponsorship — American Tobacco and 
Toni. 

Wells Fargo's price is §35,000; Stanley costs $41,000. 



Inclusion of this line in the obit on Michael J. Roche, Lever ad executive, last 

week must have sparked a flow of nostalgia among many in the trade: 

"He was among those responsible for the start of the Lux Radio Theatre." 
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SPONSOR-SCOPE continued 



In the original planning of this first of the sponsored hour dramatic shows, the partici- 
pants included the late Francis A. Countway. Lever president; John R. Gilman, Lever 
v.p. ; Bob Colwell, JWT v. p.; and Savinglon Crampton, then assistant account executive. 

When the show moved to Hollywood in 1936 — two years after its debut — the late 
Danny Danker, JWT v.p., gave Lux Theatre a unique glamour by being able (through 
his contacts with the big studios) to deliver choice marquee names, scripts, and Cecil B. 
DeMille as m.c. 

In those days Tom Luekenbill, now v.p. at Esty on the R. J. Reynolds account, booked 
the talent and literary properties for Lux. 

Even with a more even distribution of tv audiences among the three networks 
this season, the leading food accounts are cashing in nicely on the basis of cost 
per-l,000-homes per-commercial minute. Here's the lineup: 

General Foods' seven network shows aserage out to a cost of $2.60. The most ex- 
pensive program of the seven — I Love Lucy — delivers a commercial minute for $1.40. Zanc 
Grey and December Bride each comes out at around $2. 

General Mills, with four shows on the networks, emerges with an average cost of 
$2.50 pcr-l,000-homes per-commercial minute. 

Campbell Soup, sponsor of Lassie and On Trial, comes in at a cost of $3, still within 
par for the course. 

Amerieans spend almost half as much time with their tv and radio sets as 
they spend sleeping. 

So the Nielsen Researcher, issued by the A. C. Nielsen Co., reports in its current issue. 
The same publication says that during the peak tv months of January-February 1955, 
the average tv home had the set going six hours a day. 

Bristol-Myers wants stations to specify the titles of feature films available to 
it during the run of its new eontract. 

Meantime Don Frost, B-M products ad director, says his company has hailed its buy- 
ing only temporarily. 

So far Bristol-Myers has signed up for the four Triangle markets, plus Fort Worth and 
New Orleans. Frost tells SPONSOR-SCOPE he's "still looking at more possibilities." 

When Omnibus bows off ABC TV in early spring, the Amateur Hour hopes 
to take over the anthology's Sunday 9 to 10 position. 

The Amateur Hour's sponsor, Pharmaceuticals, Inc., feels that it can do better there 
than continuing to buck Ed Sullivan and Steve Allen and has told ABC so. 

This season the Amateur Hour has been doing well the second half of the hour, but 
the audience pull for the first half has been somewhat disappointing. 

McCanii-Ei-ickson is taking two significant year-end steps: 

(1) Appointment of Wilbert C. Stilson as the third executive v.p. in charge of the cor- 
porate office and Prank K. White as the fourth senior v.p. and chairman of the finance 
committee. 

(2) Separation of corporate headquarters from the operation of the New York office, 
which serves the eastern division. 

When the New York office moves to its new building on Lexington Avenue, the cor- 
porate office will remain as is in Rockefeller Center. 

The separation is an innovation for the agency business, with this intended effect: 
assurance that all regional offices will receive equal attention and service from corporate 
management. 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 57; Spot Buys, page 58; News and Idea Wrap-up, page 62; Washington 
Week, page 69; sponsor Hears, page 72; and Tv and Radio Newspapers, page 76. 
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WHICH TRADE PAPER 
MAKES MOST DOLLARS AND 
FOR STATION ADVERTISING ? 







Time was when tv and radio station advertising frequently was 
parcelled out on a "7 like Xorin" basis. 

But we're happy to report that times have changed. Today practically 
every national station campaign is weighed and placed on one practical 
basis: how can I get the top return for my advertising dollars? 
This positive approach to trade paper selection by broadcast station 
executives is essential today. Even the most successful station man- 
ager must exercise the keenest judgment in every facet of his operation 
or he will find himself losing ground not only to the competition but 
in the daily battle of expense vs. income. 

Sponsor uelcomes your close, careful, and scientific evaluation of 
the trade publications of our field as you make your 1957 decision — 
and presents these pertinent facts: 

1 . SPONSOR is well-launched as a weekly. This is an under- 
statement; it ha? created a wave of excitement and enthusiasm 
without parallel in our field. It's remodeled from stem to stern 
for fast, easy, must reading hy husy executive-. It combine? use 
articles with use news in newsletter style to create a brand new 
magazine concept. It's designed not only for time-buyers but for 
top decision-makers throughout the client firm and agency who 
like the idea of one magazine that guarantees to keep them posted. 

2. SPONSOR is pinpointed 100% at your clients and pros- 
peels. Your ad message hits the mark in Sponsor because every 
word is written to benefit "the man who foots the bill-.*' Unlike 
other publications, every tv and radio station advertising mc«*age 
in Sponsor is adjacent to editorial content of interest to buyers. 

.*$. SPONSOR'S circulation is tailor-made for your purposes. 

Not only is its agency/advertiser circulation of over 7,000 the 
largest in the field, but a higher percentage of its copies go to 
1 nvcrs (nearly 7 out of every 10 copies). Vnd the impact of the 
BPA-andiled weekly is attracting new top-level readers. 

!. SPONSOR is preferred by busy buyers. All impartial reader- 
ship studies of agency/advertiser trade paper reading tell the 
same slorv. We know of no independent survey along these lines 
made sine* 1 1955 that shows Sponsor anvuhere but in first place. 

5, SPONSOR lias multiple subscribers at key buying firms. 

During 1956, Sponsor averaged 20 paid subscriptions (at its 
price of £8 per \ear) at each of the 10 top spot-buying agencies; 



numerous subscribers at air-minded sponsor firms. At ^&K, 
BBDO, M-E, JWT, Bates, B&B, Burnett and others of like im- 
portance Sponsor goes to 30 to 70 subscribers each. 

6. SPONSOR commands respect for your ad message. Why? 
Because Sponsor is a prestige publication. Sponsor makes news. 
For example, within the first six weeks after going weekly Sponsor 
was quoted in Charles Mercer's AP column (1.000 papers), Dick 
Kleiner's NEA feature story (400 papers). Jack O'Brian's INS 
column, John Crosby's syndicated column, Leonard Lyons' syn- 
dicated column, Hal Humphrey's syndicated column, the Wall 
Street Journal. It was prominently mentioned in Walter WinehcH's 
column (1.200 papers) Oct. 18, Nov. 21 and 28. Dec. 3. 
Sponsor's publisher was interviewed bv Arlene Francis on the 
NBC-TV Home Show and by Tex and Jinx on NBC Radio. 

7. SPONSOR is a crusader. For 10 years Sponsor has fought 
hard for worthwhile industry improvements, projects, and reforms. 
Bob Sarnoff, president of NBC. recently said, "Sponsor has never 
been reluctant to take a stand on things it believed to be in the 
best interests of television and radio. It is this attitude, together 
with the magazine's impartiality and thoroughness, which has won 
for it the respect of the entire broadcasting industry." 

8. SPONSOR interprets the tv/radio advertising scene. Only 
"the magazine tv and radio advertisers use" trains its guns 
squarely on the buyer's end of the business. Tom O'Ncil, presi- 
dent of RKO Teleradio, wrote: "To me. one of the most valuable 
ingredients of Sponsor is its perspective." 

9. SPONSOR is a favorite with national station representa- 
tives. They like it because it backs them up, pinpoints the stations 
they sell in a maze of 3.500 call letters. They like it because it's 
the heart of the dollars-and-cents side of the business, because they 
know it's thoroughly read and used. 

10. SPONSOR rates are surprisingly low. Sponsor advertising 
rates are still pegged at 8.000 circulation figures. Circulation 
today is well over 12,000 (press-run 13.500 as of December 
1956) and rapidly climbing. Since 1950 Sponsor has bad only 
one rate increase. Your contract will be protected at current rates. 

is is Sponsor — exciting, lively, interpretive, pinpointed, useful; a 
prestige trade publication edited for agency and advertiser readers; 
the leader in its field. Does it deserve top billing in your 1957 adver- 
tising campaign? W e hope the foregoing helps you decide. 
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The struggle for programing control 

I here w as no immediately discernible con- 
nection between the speech, which BBDO's Ben 
Duffy made before the New \ ork Radio and 
Television Executives Society several weeks ago. 
and the testimony revealed about the same time 
before the Celler House Antitrust Subcommit- 
tee. The Celler group vva* considering the beef 
of Harold Schafer, president of the Gold Seal 
Co. of Bismarck. X. D.. manufacturers of Gold Seal W ax and Snowy 
Bleach and sponsors of the Jo Stafford Show via the CBS Television 
Network. Schafer had written the committee that Gold Seal was told 
in the middle of 1955 that the Stafford show, which it had sponsored 
since Februar) of 1954 was going to be knocked off the air. "We 
were given no reason." wrote Schafer to the committee. 

Frank Stanton, president of CBS, replied to Schafer "s charges, 
and in hi> reply made the position of at lea^t one network, in re- 
gard to program control, very, very clear. Frank, normally one of 
the most incisive and lucid men in the industry, was particularly 
lucid and incisive in this case. He said, in effect: 

"CBS' reasons for the cancellation are deeply rooted in broad- 
casting economics, and considerations of good programing. Studies 
In CBS T\ research and other departments made it painfully clear 
in early 1955 that the CBS TV Monday-Friday format of a quarter- 
hour news show (7.30-7.15 p.m.) and musical show 1 7.45-8 p.m.) 
used over several years, has resulted in a declining audience for the 
network during that period and even in periods following i! p.m. 
\fler study by the network and affiliates. CBS decided to change and 
strengthen the period by the fall of 1955 by shifting the news pro- 
grams to earlier periods and dropping the musical programs, pro- 
graming the period with half hour shows of broad family appeal 
instead." 

W ho litis ultimate programing responsibility? 

The issue, said Stanton, is a rather fundamental one of whether 
"we. as broadcasters, on the one hand, or advertisers on the other, 
have the ultimate responsibility and obligation for programing. 

"1 must insist,"" said the CBS president, "that the obligation and 
responsibility for programing are ours." 

Slanlon admitted thai this might lead to "vexation where a spon- 
sor finds a program satisfactory for his purposes.' Bui when the 
program is weak and is doing an "affirmative disservice to the entire 
schedule, and thus lo other advertisers." such a sponsor cannot be 
permitted to be the decisive factor in programing considerations. 

"Indeed." said Dr. Stanton. "1 thought this is precisely the thrust 
of the statutory obligation that broadcasters operate in the public 
interest. "' 

There was, as I've indicated, no discernible connection between 
this teslimonv of Dr. Stanton's before the House Antitrust Subcom- 
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CARE 

Meticulous attention to detail ... essential 
in our field, too. 

That's why when we submit availabilities, 
ratings, market data we strive for 
thoroughness as well as accuracy. 

Reputations are built on care. We value ours. 



AVERY-KNODEL 

INCORPORATED 



NEW YORK ATLANTA DALLAS DETROIT SAN FRANCISCO LOS ANGELES CHICAGO 



Sponsor backstage contmam . 



You SELL 

Louisville 
When 
You Use 




John Fraim 

Louisvillians rely on the "John Fraim 
News" to keep them posted on the 
local, national and international news 
developments. His comprehensive news 
coverage, plus his many feature stories, 
make it not only interesting, but factual 
and worth while hearing regularly. A 
news service that succeeds in being all 
things to all people does the reporting 
job superlatively well. To Louisville 
"the John Fraim News" is a MUST... 
with comprehensive all day service 
through five minute summaries and re- 
ports in depth at 12 noon, 5:30 and 
8:45 p.m. Monday through Friday. 

Represented by 
John Blair & Co. 




WKLO 

LOUISVILLE 1frr 



mittce and the words spoken by Ben DufT\ before the HTES. But 
recall the top agencv man's words: 

"Television.' he said, ■■might he compared to a hov growing up. 
Its out of its infancy now, and well into its teens. It's becoming 
wiser, smarter, more sophisticated. And it s also costing a lot more 
money to rear. It has problems that are bigger and more com- 
plex than tbe\ were when it was a small boy. More than ever, it 
needs a mother and a father working on a full time basis to make 
it a mature, well-rounded, full) integrated and responsible indi- 
vidual, worthy of representing any corporation in the country. 

"We in the agency business have an all-important product to sell 
-service — whether it be productive or creativ e. We would be fail- 
ing in our duty and obligation to our clients if \\c did not step in 
now in an effort to stymie the spiraling costs of television through 
our own efforts as producers. We do it in every other phase of our 



clients advertising. 



"For example, we have been producers, co-producers and even 
package creators in radio, and I think now is the time for us to step 
into television in order to protect our clients. The so-called day of 
expensive programing meaning good programing is a day of the 
past. Good creative programing at controlled cost should be our 
goal." 

Uotli agencies and nets have need for control 

In these words of Ben Duffy's and Frank Stanton's, as unrelated 
as thev seemed, we see the developing struggle between major agen- 
cies and tbe networks for program control. Both, obv iously and as 
clearly stated by Dully and Stanton, have the most urgent reasons 
for wanting the final voice in major tv programs. It is plain that 
the direction this struggle takes through this season, and through 
the years immediately ahead, will have a vital bearing on the ad- 
vertising plans and the effectiveness of many a sponsor's broadcast- 
ing expenditures. 

A good deal more than a third of all major advertising budgets 
these davs is going into the broadcast media, with the far greater 
bulk of this pouring into telev ision. Any agencv man who attended 
the recent eastern region conference of the American Association of 
Advertising Agencies here in New York, and who saw how over- 
whelmingly radio and particularly television dominated the con- 
ference will realize how vital is this shaping and continuing strug- 
gle for program control. 

Certainlv Dr. Stanton's point before the House Antitrust Sub- 
committee is a valid one. A network does have an obligation to 
program in the public interest, and a program schedule, which 
shows a declining audience over a period of time, cannot be toler- 
ated. 

Vet Ben DufTv's point is no less valid. An agencv owes it to its 
clients to see that its most costly advertising medium produces ef- 
fective results. And the agency which is unable to do so isn t 
likelv to retain its most important clients for any great length of 
time. 

The balance of this season, and next should sec some interesting 
developments in this vital struggle. ^ 
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THE OK GROUP MARKETS 



NOBODY KNOWS MORE Houston 





NEW ORLEANS 




MEMPHIS 



ABOUT THE NEGRO POTENTIAL 




J 





{ 




RETAIL TRADE 

T^Heg-^U-^P^ 

.•Economic eq Bu ,_ 

lock, 5°' " Mirhiean, (nn 's all-^^ 
vetsity of ^3 at Houston s umenl . 
graduate re^c ivetsU y (en ^ hlfi 
Texas Severn l8 . m on* Jtu 
a ooo), t° ld ' ^ ea rn\ng P 0 ^" city 
^ ^oCctseV 50 t' r eqSty 

whites 



REACH 1,250,000 NEGROES in all three major 
markets 

FOR ONLY $14-92*PER SPOT 

The three top Xegro markets in the south can now be cov- 
ered by one package purchase . . . one bill, one payment and 
a special low price, Xew Orleans, the Xo. 1 Xegro city in 
the south . . . Houston, the Xo. 2 Xegro city . . . and Mem- 
phis, the Xo. .'5 Xegro city, can all be covered by top rated 
OK Stations with intensive radio . . . extensive merchan- 
dising and expansive promotion. Act now . . . it's a KADIO 
BARGAIN! 

'Survey can be seen only by personal appointment . . . not available for 
general publication. 

Call Forjoe for Louisiana Stations, Stars National for KYOK. 



WE have the only 
copy of this survey 
for confidential viewing 
by OK advertisers * 




WOK 

NEW ORLEANS 

ViXO/C 

HOUSTON 

VilOK 

MEMPHIS 



NOW 5000 WATTS 

HiVOK 

MEMPHIS, TENNESSEE 

Covering major high income 
Negro area at lowest 
cost in Memphis 
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49th and 



air 0?u?tt 
DOETH 

THE JOB FOR 

WSAU-TV-7 




OUR VIEWERS ARE 
NOT DRAG' IN WHEN 
IT COMES TO SALES. 



TOTAL 
RETAIL SALES 



$567,064,000 
food $121,157,000 
$12,248,000 
gr ° S com E $207,408,000 



DRUGS 
G 

FARM 
POPULATION 



556,700 



FOR MORE INFORMATION SEE: 

MEEKER TV 
NEW YORK, CHI., IOS 
ANGELES, SAN FRAN 
HARRY HYETT 
MINN. - ST. PAUL 



WAUSAU, WIS 



OWNED AND OPERATED BY 
WISCONSIN VALLEY TELEVISION CORP. 





Christmas for kids 

1 think it would lie a wonderful idea 
if somehow a group of limebuy ers, 
trade pies-, representatives, station 
representatives and station people loo. 
could get behind and endorse Christ- 
mas for Kids. 1 notice Claude Barrere 
and Tom McFadden are on the com- 
mittee of this organization, but until I 
received this letter, 1 was totally una- 
ware of its existence. 

It is probably too late to do any- 
thing this year, but maybe it could be 
given some publicity or support next 
war (I am going to be terribly em- 
barrassed if 1 find you have already 
done something; on this. If you have, 
this faithful reader missed it!) 

If this idea caught on you wouldn't 
have to publish embarrassing stories 
like. "What limebuy ers want for 
Christmas.* 

James 0. Luce, Jr., associate media 

director, J. H alter Thompson, V. Y. 

© iilil I.nee em-hised a letter from Fred Raphael 
on hehalf of Christmas for Kids, a project heing 
supported l>y a dist ingu ished group of people in 
\\ and radio. l'roject rails for donations for 
children's eliaritie» in lien of evehango of gifts. 
We had something like this in mind in our 
' \\ hat timehnyers want for Christmas" story 
when Mf suggested that a rharitalde donation in 
the name of a hn\er would make a suitahlv gift. 
Sorry we didn't know aliont Christmas for Kills 
at the time. Tin' organisation ran he eontaeted nt 
2°."> I'iftli V\emie. New V ork 16. \. V., if y nil** v 
still got some last minute gifts to take car* 1 of. 



Christmas carol — 1956 

"Twas the night before Christmas and 

all thru" the house, 
"Sot a creature was stirring except 

Mickey Mouse. 
The kids sat around the TeeYee set so 

bright. 

W hile Mom, Dad and I ncle were out 

for the night. 
1 lie tree-lights were dark, they could 

hardlv compete 
With the gun-slinging antics of Old 

Pistol Pete. 
W ho rode the T-Y screen with such a 

loud clatter. 
The dog perked his ears to see what 

was the matter. 
The glow on their faces was not from 

the cold. 

Put from all the excitement of "High- 

wav Patrol"" 
And instead of a tale of the Three 

W ise Men s Jouruev. 



I he kids were absorbed in "Mr. Dis- 
trict Attorney.'" 

I nheard by them all there appeared on 
the roof, 

'I he stamping and paw ing of numerous 
hoofs. 

\s Santa arrived with his bundle of 
cheer. 

Complete with his sleigh and his liny 
reindeer. 

lie climbed down the chimney, his 

pack on his back. 
\nd came through the fireplace, then 

stopped in his track. 
The look on his face was a sight to be 

seen. 

As the kids all ignored him for "Badge 
711." 

lie filled every stocking and piled 

every gift. 
But none of the kids made a move or a 

shift, 

And as sadly he climbed up the 

chimney , he said . . . 
"If 1 was their father, they'd all he in 

bed!" 

\orm Bakes, advertising manager. 
General Paint Cor])., lancouver. B. C. 

Sponsor-Scope 

1 just want vou to know that 1 think 
the new sponsor weekly is great. 

1 particularly like '"Sponsor-Scope" 
which adds lively, interesting and very 
useful information to your good publi- 
cation. 1 look forward to receiving 
jour magazine each week and nij only 
complaint is it doesn't reach me as 
soon as 1 think it should each week. 

\lv congratulations to vou and vour 
organization. Keep up the good work. 

John Karol. v. p. in charge of 
\etieork Sales. CBS Radio 

BBDO on radio 

1 just finished reading a copy of 
BBDO's excellent study . "A Discussion 
of Radio. ' 

W as very pleased to note the number 
of times the material from sponsor 
was reprinted in this survey. 

It underscores once again the valu- 
able role sponsor plays in the broad- 
casting industry. 
Murray Gross, director oj advertising 
and promotion. II CBS. iS'ete York 
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Surveys can't think for you 

Although you are putting out twice as 
many issues, each one is better. I con- 
gratulate you upon making SPONSOR a 
weekly magazine. Such articles as, 
"The super agency of the 1960s." 
"The pros and cons of merchandising." 
and "Features are not hurting syndi- 
cated films," are valuable aids to a tv 
practitioner. 

Jim Ellis' line, "All the surveys and 
research in the world can't do your 
thinking for you." in the current issue 
is something we must keep in mind. 

Eugene S. Thomas, general 
manager, KETI', Omaha 

The Spanish-coverage market 

In our opinion your magazine has 

rendered special service compared to 
other media publications and it has 
been a favorite with the writer for 
quite some time. I refer to the fact 
that only SPONSOR has taken note of 
the tremendous potential represented 
by groups requiring special appeals 
such as the Latin and Negro potentials. 

This organization specializes in the 
approach to the Latins and I am won- 
dering when you will issue something 
which will tell the whole story on this 
subject similar to your issue on the 
Negro potential. 

There are four million Latins in the 
Southwest and they don't buy the 
bulk of the mink stoles that are sold 
here but they do buy a lot of soap. 
About five per cent of the national 
and regional advertisers have found 
out that it pays to appeal to them but 
that is all and even this small percent- 
age have gone about the thing with- 
out properly looking into the "whys.' 

There is no advertising dollar that 
will produce results anywhere near 
those spent on Spanish radio and 
television but the relationship that ex- 
ists now between agency and client 
will never let it be generally known 
since the attitude is that if the agency 
cannot speak with glib authority on a 
subject it is not one that should be dis- 
cussed in agency-client meetings. 

If we have sounded somewhat criti- 
cal of advertising agency practices 
we might state that our direct connec- 
tions with national agencies has not 
been too general; perhaps we have 
just read too many of the recent books 
that have been published. 

Yours sincerely, 
Gib Dcvine. Devine & Associates 
Austin, Texas 

• Sl'O.NSOK plans to pulilish a report on the 
Spanish-language market in a future i^Mic. 



AN tmftl BUY 
IN WASHINGTON 




The MIDDLE of Washington State, a 
growing economy based on diversified 
agriculture* and metal industries. t 

* The Apple Capital of the World, plus 
1,000,000 new acres of irrigated 
farm lands. 

t Alcoa, Keokuk Electro, and other metal 
industries have selected Wenatchee 
plant sites due to low-cost hydropower 
from the Columbia River dam system. 
More are coming! 



KPQ's 5000 W, 560 KC combination gets 
way out there, covering Central Washing- 
ton, parts of Oregon, Idaho, and Canada. 
We know because of our regular mail 
from those areas. Then too, we have no 
TV station here, we're separated from 
Seattle by the high Cascade mountains, 
and we're many miles from Spokane. 
YOU CAN'T COVER WASHINGTON 
WITHOUT GETTING IN THE MIDDLE, AND 
THAT'S KPQ Wenatchee, Wash. 



The AA STATION 



That's AUDIENCE APPEAL: 
We program to our audi- 
ence, with SELECTED top 
network programs plus lo- 
cal color . . . music, news, 
farm shows, sports — the 
things people call about, 
write in for, and partici- 
pate in. 



GUARANTEE 

TO OUTPULL all other 
North Central 
Washington media 

TWO to ONE 



Illlltttltllllll 



National Reps: Portland and Seattle Reps: 

FORJOE AND CO., INC. ART MOORE & ASSOCIATES 

One of the Big 6 Forjoe Represented Stations of Washington State 



/.titiitttini 
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Time to throw out the old 

Minneapolis-St. Paul radio data, too! 



There's a new listen in the Twin Cities. Audience patterns have changed 
drastically. And Storz Station program mi up: is responsible . Hardly a 
factor less than a year a^o WI)(!V is now a major factor in any Twin 
Cities advertising campaign. It's very nearly unanimous: Hooper, Pulse, 
Nielsen and a host ol" Twin Cities advertisers a»*ree — WDGY has the bifr 
audience for those bi<>' results. Make sure you liny Minneapolis-St. Paid 
with the )irir data . . . which your nearest Pdair man. or General Manager 
Steve Pabnnski will cheerfully supply. 



WDGY 

50,000 watts and a nearly 
pirf cct-circlc daytime .viffnal 

MINNEAPOLIS-ST. PAUL 





at! 




TODD STORZ, 

President 


Today's Radio for Today's 


Selling 



WDGY 

Minneapolis-St. Paul 



WHB 

Kansas City 



WQAM 

Miami 



Represented by John Blair & Co. 



KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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PART 1 



OF TWO PARTS 



Next week: The ten top tv commercials of l'>5<> 



THE TEN TOP RADIO 
COMMERCIALS OF 1956 

These blue-ribbon commercials were selected for 
SPONSOR by a panel of top agency copy chiefs. 
Here are their criteria for successful radio selling 



^A^hich radio commercials do the professionals the agency 
copv chiefs — consider the best of 1956? 

The real pros in commercial writing toda\ gi\e most recogni- 
tion to radio commercials with a concise, memorable selling point 
in the opening slogan or jingle. 

To earn the; praise of sharpb critical admen, radio commer- 
cials in 1956 had to he recalled and liked when measured against 
the most exacting criteria in radio writing todav. To pinpoint 
these "actors' actors" among radio commercials. gPO.NSOR inter- 
viewed top agency copv chiefs and creative directors. Tor greater 
impartiality. si'ONSOH set a basic rule that no one interv iewed was 
allowed to mention am commercial from his own agent*}. In 
fact after anal} zing their yardstick for successful radio selling. 
man\ agencv men nominated as their choices commercials for 
competitive accounts. 

The 10 radio commercials of 1956 mentioned most frequentlv 
as outstanding are the following (in alphabetical order I: Chev- 
rolet ( CampbelbEvvald I ; Contadina ( Brisacher. Wheeler and* 
Staff); Diamond Crvstal Salt lOgilvv. Benson & Mather); Ford 
(J. Walter Thompson): Hit Parade l BM)0 1 : Manischewitz 



SPONSOR • 22 DECEMBER 1956 



23 



Use music, sound effects and interesting 
voices, adyise the experts, but don't forget 
that gimmicks don't replace clear, simple words 



I Emil Mogul I ; Pcpsodent fEoote. 
Cone S. Bel J in«) : Picl's (Young S. 
Rubicam) ; RCA portable radio sets 
I Kenyon & Eckliarclt) ; \\ inston 1^ in. 
Esty)'. 

These commercials were nominated 
most often by agencv men sponsor in- 
t( mewed, hut it's interesting to note 
that the reasons for their selection 
sometimes varied considerably from 
one eopv chief to the next. 

""Commercial X irritates the hell out 
of me. ' said one major agency crea- 
tive direetor about one of the Top Ten. 
'"But I'm sure it'> effective hceause you 
remember the product and why it s 
supposed to be superior." 

From agency copy chief's discussion 
of these commercials, sponsor gleaned 



the following criteria for radio selling 
in today's competitive markets: 

1. Mention, the product name early 
to create the most lasting impression. 
Of course, there are a variety of ways 
of doing this. The most direct ap- 
proach is illustrated by BBDO's Hit 
Parade cigarette commercials, which 
start right in with various voices sing- 
ing out the brand name. 

Other approaches can be equally ef- 
fective. In the case of Y&R's Picl's 
commercials, the product name is in- 
corporated into the Harry and Bert 
Picl skits. Shortly after getting on the 
air the two men introduce themselves, 
unmistakably identifying Picl's Beer. 

2. Attract favorable attention . 
There's extreme competition today for 



the listener s interest. A commercial 
must fight for his attention not only 
against competing commercials but 
against programing increasingly keved 
to a sense of immediacy. 

In this battle for attention, several 
devices can be effective. For instance, 
the use of interesting voices and in- 
terplay of voices. But, warns Schwerin 
Research Corp., "if there's a shift from 
man to woman speaker, it should occur 
hceause the latter is more appropriate 
for delivering certain copy points." In 
other words, don't do the unusual for 
its own sake, but because it fits into 
the entire concept and mood of the 
commercial. 

Another attention-getting device is 
an appropriate sound effect. One such 
device is the sound of a large object 
crashing to the floor from some height 
in K&E's RCA commercials for un- 
breakable radios. The sound is used 
to underline a selling point and to 
create a visual image at the same time: 
"EFFECT: CRASH! VOICE: "Sorry, 




Radio copy > s »o longer written behind ;i desk, lint in sound studios like the one the K&E group above is 
using. Working on Mercury cop> are ( 1. to r.) John Murphy, production supervisor; Victor Sack, Mercury 
production staff; Fred Flanagan. \.p. and Mercury copy supervisor; Harry bloddarl, radiolv copy supervisor. 
Mercury was one of the commercials often mentioned as outstanding. For oilier contenders, see page 75 
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friends, vour old-style portables have 
lo go.' " ' 

3. Demonstrate consumer benefits 
and evoke visual images. "You can tlo 
this with voice inflections and words." 
says K&E v. p. and copy supervisor. 
Fred Flanagan. 

One line in Brisaeher, Wheeler & 
Staff's Contadina Tomato Paste com- 
mercials that illustrates this point is 
the following: "Who puts eight great 
tomatoes in that little biddy can?'" 
The listener immediately understands 
the contents of a can of Contadina and 
the commercial is likely to create an 
appetite-arousing visual image. 

4. Stick to a few simple copy points 
and build the commercial around them. 
Says a Schwerin executive, "It's easy 
to overwhelm the listener by cram- 
ming in many copy points, hut it's 
hard to get him to remember even one 
unless it's well presented." 

Of course, that doesn't mean that a 
minute commercial about a particular 




ARTICLE IN BRIEF 



Top agency copy chiefs chose 10 radio 
commercials as the best of 1956. To 
sell effectively today, they say, com- 
mercials contain few copy points sim- 
ply stated, reasons-why clearly ad- 
dressed to product's market and create 
visual image with words and sounds 

product can talk only of its economic 
advantage? or onlv about t lie ease of 
use or taste. Take J. Walter Thomp- 
son's Ford commercials as a case in 
point. They're one minute of conver- 
sation between "■Archie,"' pla\ed with 
Fd Gardner's distinctive voice, and 
Miss Duffy, and during that minute 
the commercial points up Ford s "eco- 
nomical price:,'* its power and comfort. 

"\o amount of cleverness or gim- 
mickn can make up for a brief, con- 
cise selling idea, memorabh present- 
ed," says Guild Copeland. vice presi- 



dent and copy chief of Ted Rates. 

5. Address your message clearly to 
your product's primary market group. 
It s particularly important. sa\ eop\ 
experts, to keep the consumer well in 
mind. The most clever jingle or eopv 
idea can be without value if it isn't 
keved to the potential buvers of the 
product. 

'"The commercial must, above all. 
spell out a good "reason-why* the po- 
tential consumers of the product 
should bin it," says Brvan Houston's 
\.p. and copy chief. Roger 1 'union. 
"Take the I'epsodent copy theme — 
'You'll wonder where the \ellow went 
. . .' It's simple, memorable and right 
to the point. But mainly, it gi\es the 
consumer information that he wants 
to hear.*" 

Tops among radio commercial irri- 
tants that the top agency pros remem- 
ber disliking are the following ("But 
remember," they warned, "these com- 
I Please turn to page 74) 



How major agency copy chiefs rate lO radio commercials 



P rati net & Aapncv 


Description 


Evniuntiftn 

I.TUJUUIIVII 


Chevrolet 

Campbell -Ewald 


An announcer introduces the 57 model, which is 
followed by a song. Theme: ' See the Chevrolet, 
see it on display . . . the 57 Chevy is the most!" 


The theme lines rhyme easily, making the jingle 
memorable. Experts liked the interweaving of 
the copy points without overwhelming listeners. 


Contadina 

Brisacher, Wheeler 


Most of the commercial is a .singing repetition 
of "Who put:- eight great tomatoes in that little 
biddy can? Contadina." Humorous rendition. 


It's an image-evoking and appetite-appealing 
tpiestion, so simple that listeners remember it. 
With few works, it tells the whole selling story. 


Diamond Crystal Salt 

Ogilvy, Benson & Mather 


Song and announcer copy both speak of flavor 
improvement from cooking with salt. "Diamond 
is a cook's best friend" is take-off on popular song. 


Copy addresses itself effertivel) to women b> 
talking about thing concerning them when rook- 
ing: flavor, sticky salt. It's also informative. 


Ford 

J. Walter Thompson 


Ed Gardner as \rrhie talks to Duff) on the phone 
from Duffy's Tavern, helps him per-uade Mis. 
Duffy to let him buy the new model Ford. 


The experts liked the use of an unusual voice, 
a recognizable personality in its familiar sur- 
roundings. \ttention - getting and interesting. 


Hit Parade 

BBDO 


Single voices and groups of voices sing out the 
cigarette's brand name, and repeat '"Your taste 
can't tell the fdter's there!" in same tune. 


Repetition can become monotonous and annoying, 
warn creative men, but Hit Parade avoids thi~ 
with production values, different voices, music. 


Manischewitz 

Emil Mogul 


Combination jingle and spok' n copy, the »ong 
opens with the oft-repeated phrase "Man oh 
Manischewitz," follows it with selling points 


This commercial follows the ride of mentioning 
the brand name early and in simple manner. The 
opening phrase is effective, it implies quality. 


Pepsodent 

FC&B 


Jingle and spoken copy combination, the rhyme 
"You 11 wonder v\hero t lie yellow went . . ." is 
elaborated upon in copy explaining ingredients. 


The "yellow" story is good. reason-wh\ persua- 
sion. It evokes a sense of identification with the 
listener and brings him news tl f value to him. 


Piel's 

Y&R 


Conversation between 1 larrj and Bt rt l'icl in a 
variety of situations. They talk about the beer, 
and also reveal amusing character differences. 


Humor is an effective wa\ of holding listeners' 
attention. Good choice of I he fictitious charac- 
ters and interesting voices make copy memorable. 


RCA portable radios 

K&E 


Monroe describes a girl on a ladder with tv\o 
radios. She drops them. There's a crash. One 
breaks, the RCA isn't even scratched, he explains. 


It's important to create a visual image for a 
demonstrable sales point. This commercial docs 
so with voice inflections and sound effects. 


Winston 

Wm. Esty 


Group singing introduces the slogan, "WinMon 
tastes good like a cigarette should."' It's fol- 
lowed by announcer explaining "fun of smoking." 


A briefed, rhymed slogan is easiest to remember. 
This one incorporates a major selling point, but 
copy chiefs were annoyed by grammatical error. 



NOTE: The 10 commercials above are listed in alphabetical order, not in order of rank. 
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FEATURE FILM RATING 



Ls llic ratings on feature films come 
becoming clearer that 



rolling in. it is 



First reports indicate some features can 
hit the 20s consistently. Sponsors can get 
costs-pcr-1,000 per commercial of $l-$2 



FEATURES IN "A" TIME CAN TOP COMPETITION 



Time 




Statio 


n 


Mon. 


Tues. 


Wed. 


Thurs. 


Fri. 


9:00 


PM 


KTVR 

Station 
Siaiion 
Station 


" \" 
"B" 

••<:" 


28.0 
10.0 
12.7 
12.0 


21.7 
5.7 
21.3 
21.0 


21.3 
6.7 
16.3 
13.3 


18.0 
15.7 
26.7 
10.7 


27.7 
5.3 
18.0 
12.7 


9:15 


PM 


KTVR 

Station 
Stat ion 
Station 


.. v - 

••]{" 
•C" 


2o..") 
10.0 
12.7 
11.7 


22.7 
5.7 
21.7 
21.3 


25.0 
6.7 
16.0 
12.7 


18.3 
15.7 
26.0 
11.3 


26.7 
5.3 
19.0 
12.0 


9:30 


PM 


KTVR 

s tat ion 
Station 
Stat ion 


"A" 
"]{•' 


:o.7 

5.7 
1 1.7 
1 1 .3 


23.3 
5.0 
16.0 
22.3 


25.0 
6.0 
15.0 
11.0 


21.7 
5.7 

20.0 
8.0 


27.7 
25.0 
6.0 
■1.0 


9:45 


PM 


KTVR 

Stat ion 
Station 
Stat ion 


"A" 
"]$" 
••(;•• 


30.3 
3.0 

11.0 


23.0 
5.3 

22.0 


25.7 
6.7 

13.7 


21.7 
5.3 

7.7 


27.0 
25.0 

3.7 


10:00 


PM 


KTVR 

Station 
Stat ion 
Station 


"A" 

•ir 


28.7 
5.3 

1 1.3 
5.0 


22.3 
8.7 

16.0 
7.0 


21.3 
8.0 

11.7 
6.0 


25.:', 

0.0 
10.7 
5.7 


27.0 
11.3 

5.7 
5.0 


10:15 


PM 


KTVR 

Station 
Station 
Slat ion 


"A" 
"H" 
'•( "• 


28.3 
(>.() 

1 1.0 
1.7 


21.0 
8.3 

17.7 
6.3 


21.3 
8.7 
1 1.0 

6.3 


21.3 
0.3 

15.0 
5.3 


26.7 
12.0 
1 1 .3 
6.0 


i 









MCJM fUH-kiiRi' was iiM'd 1)\ K'lA K, l)<mer, to achieve ratings shown aI>o\e. Figures 
an; from TelepiiKe, cover period start nip 10 Oetolier. Station, under new owner- 
ship, converted to prima i il y feature film operation, rims features in afternoon. 
• arly rwiiing and following 0:00 p.m. Besides \\VA\ package. K'lA K uses old MITV 
movies, \ew-papei promotion, routes! via- n»ed !o ^pnr audienee intercsl in shows 



t lie Hollywood invasion of video on a 
mass scale has accomplished its mis- 
sion. 1 he I cachhead is secure, the 
hinterlands are being marched upon. 

The returns on rating data arc far 
from complete. Hut. on the basis of 
available information, the patterns 
rc\ eal : 

• The top features do not reach the 
rating heights of a top network show. 
However, some can bit ratings in the 
20s ptetlv consistently. 

• Even with increases in station 
rates a eost-per-1.000 per commercial 
of around $2 will not be hard to find 
among stations that are scheduling the 
powerhouse movie packages. Some 
stations are already showing up with 
eosts-pcr-1.000 of a little over SI. 
While stations do not generallv tip 
their hand on proposed rate changes, 
it appears certain that those outlets 
which can keep eosts-per-1 .000 that 
low will soon up their prices. It is in- 
teresting to note that, on the basis of 
the published price Colgate is paving 
(015.000) for each feature on KTTV. 
Los Angeles, it must get n 'M) rating 
for a S2-per«1.000 homes per commer- 
cial, while a 20 brings in a cost to 
the client of a little over $3. 

• The weak sister stations who have 
the wherewithal lor can make some 
kind of deal) for major studio product 
can heft their audiences to substantial 
heights and lead the market in critical 
time periods. llii> can already he 
seen in the case of independent sta- 
tions, notabh KMCM-TY. Minneapo- 
lis, and KTVK. Denver, both of whom 
are building large blocks of program- 
ing, both day and night, around the 
MGM package of 700-phis features. 
Their scheduling of MCM features 
caused an immediate jump in ratings. 
This jump is particularly significant 
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because the pair, like KTTV. is run- 
ning features in cream nighttime pe- 
riods. 

• A provocative question facing 
film buyers is what will happen when 
two stations throw the new features 
against one another in the same time 
period. It is a truism, of course, to 
say that the more appealing feature 
will get the highest rating. This, how- 
ever, will be no help to the sponsor 
who signs up for a long-term on the 
expectation of top audiences and then 
finds a competing station starting an- 
other powerhouse movie package op- 
posite his commercials. Some broad- 
casters are forestalling this eventuality 
by buying features wholesale. KUTV. 
Salt Lake, has purchased the RKO. 
\VB and MGM groups while the Tri- 
angle stations (WFIL-TV, Philadel- 
phia: WNHC-TV, New Haven; WN- 
BF-TV, Binghamton. N. Y.; WFBC- 
TV, Altoona. Fa.) recently added the 
\VB package to its MGM, KKO and 
TCF product. Of sidelight interest in 
this situation is the ARB Philadelphia 
report for November which shows a 
six-day average on WFIL-TV's late 
night movies of 7.1 and a 7.C for 
WCAU-TV (which has the Columbia 
group), thus suggesting how compet- 
itive film packages can split the audi- 
ence right down the middle. 

• An era of more intensive station 
promotion appears on the horizon. 
There is already a lot of it built 
around the MGM package. KTVV's 
rating kickofT of 28.8 for Colgate was 
preceded by an intensive promotion 
barrage. WCBS-TV. New York, took 
a flyer on newspaper promotion be- 
fore starting its late night MGM run 
and was rewarded with a 28.4 for 
"Command Decision." KMGM-TV 
built its promotion around Betty Fur- 
ness, who appeared on trailers (the 
station sold time on the trailers to the 
Westinghouse distributor) and at 



FEATURES CAN TAKE MEASURE OF .NETWORK SHOWS 







KRET-TV 1 


'Devil T}o<»s of the Air' 


^Aturd^v Nov 17 


9.1 9 


Sfjitirin ''A " 5 


// it Parade 


ift.OA 1 1 . A A 

1 0:30- 1 1 :00 p.m. 


1 7 

1.1 


Station "IV 

. tlllll'll I * 






1.4 


Station "C" 








l/RCT TV/ ' 
IX D C 1 1 V , 


''I^li^i T**'» r i» if~»i*'c 1 ) il 1 1 (rl it f* 1 
1 lie I lllll* l > i/uujiim i 


Q ■ ■ n A a v Nav In 

JU 1 1 KM a J 1 ^ \f » * ■ V 


1 0 
i-.V 


SI itlnil "'A 




O a O A ^ a A A _ u, 

J:J0-4:00 p.m. 




siat ion "IV 

t. LulMMI mj> 






l.l 


Station "C"' 






io a 


KRFT TV ' 


*l imcv K pn \ r»n 

l/til>\ IX CI I \ vJII 


Mond^v Nov 19 


11.4' 


*"Nt*ltwirl '"A ' 
..JlllllOIl i » . 


Rnficrf if nut *t(itu ptx 


10:00-10:30 p.m. 


o 

U.J 


~tation ii, 


I Alii 1 1 ill c tt i in 




3.1 


Station "C 






19.7 


K BET- TV, • 


•How Green Was M> Vail 


Wednesday Nov. 21 


18.2 


Station "A." 


This is Your Life 


10:00-10:30 p.m. 


5.3 


Station "B" 






3.0 


Station "C" 





Vark'iy of moHc packages ha? been bought by KBET-TY, Sacramento, in- 
cluding Warner Bros.. 20-Century Fox. "TXT" package of NTA, Selznick group, 
new I A group. Station hired movie exhibitor -owner of loral drive-in — to give 
advice on feature piireha-e* and programing. Rating* above are from ARB 



AFTERNOON, EVENING RATINGS HIKED HY FILMS 



WBZ-TV, Boston 

I Warner Bros.) 

\\erage rating before 
movies <! mos.. 1956 


4.3 


WCAU-TV, Philadel| 

(Columbia) 

Average rating August 
1 956 ( before movies ) 


}hia 
4.8 


September 1956 
average rating 


13.7 
17.1 


September 1956 
average rating 


9.6 


November 1956 
average rating 


October 1956 
average rating 


11.4 



Feature film packages were u^ed by both stations listed above to boost ratings in 
different time periods. WBZ-TV used Warner Bros, package for late afternoon show 
( 1.15 to 6:45 p.m.. Monday through Friday). WCU'-TY used the Columbia Pictures 
library to improve the ratings of its late evening show. Ratings shown arc from ARB 





FEATURE 


ITEMS VARY 


IN RATING 


IMPACT 


1 1 :00 p.m. 


1 :00 a.m. 


14.8 


KOIN-TV, 


'Gentleman Jim" 


Saturday 




6.8 


Station "A" 








2.5 


Station "IV 




1 1 :00 p.m.- 


12:30 a.m. 


7.2 


KOIN-TV, • 


'A Kiss in the Dark" 


Sunday 




6.9 


Station "A" 








0.7 


Station "IV 




10:30 p.m.- 


12:30 a.m. 


10.7 


KOIN-TV, 1 


'Shine on Harvest Moon" 


Monday 




2.2 


Station "A" 








0.7 


Station "rV 




1 1 :00 p.m.- 


12:45 a.m. 


8.5 


KOIN-TV, 


•The Sea Wolf 


Tuesday 




1.3 


Station "A"' 








0.7 


Station "B" 




10:30 p.m.- 


12:30 a.m. 


15.7 


KOIN-TV, ' 


'The Conspirators ' 


Wednesday 




5.8 


Station "A" 






5.3 


Station "B"' 





Warner Bros, package v\as the vehicle used by K0I.VT\ . Portland. Ore., to 
top its competition. Station's average was 11.1. compared with 4.6 for sta- 
tion "A" and 2.0 for Station "B." Note, however, that audience varies con- 
-iderably from night to night. Ratings are from ARB's .November report 
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FEATURE FILM continued . . 

ck< i 1 parlies and dinner?. While 
.) movie persona lit\ . Furness was 
because of lier unquestioned 
ties ability. 

Feature film buying will he a tricky 
chore for both station and agency 
alike. The variation in quality among 
features ideally requires a sound 
knowledge of the movie business and 
some idea of what the features did 
when the\ were originally exhibited. 
k.BFT-T\ , Sacramento, which has 
bought \\B. XTA's TCF and TNT 
packages, the Sclzniek group and 39 
recent I nited Artists films, hired Clar- 
ence \\ asserman. a movie exhibitor 
all his life and owner of a drive-in in 
the Sacramento area, to give counsel 
on the purchase and programing of its 
feature films. 

To what extent the recent ratings 
are representative of the entire movie 
package is too earl) to tell. There is 
no doubt that, in some cases, stations 
have started off their new movie shows 
with audience blockbusters to get maxi- 
mum attention from both audience 
and sponsor alike. The possibility ex- 
ists that the ratings will not stand up 
over the long term. On the other hand, 
many of the eream features have not 
yet been released to tv audiences. 
XT A. for example, is holding back on 
showing the cream of the TCF fea- 
tures on its film network until it gets 
the sponsor situation settled. 

Furthermore, the backlogs some of 
the stations have can keep them going 
for years. The Triangle station group 
now has 2.500 features from its recent 
purchases. Its four stations can show 
first run Ion t\ I features every day 
in the week for the next seven years. 

1 he renin possibilities, of course, 
are enormous. By this time it is clear 
that the film rerun is a potent pro- 
graining force. There never seems to 
be an end to the additional dollars that 
can be squeezed out of film reruns. 
Matt) Fox of C&C Tv. who traded the 
HKO package to stations in return for 
time which he sold to International 
Latex, once claimed that some of the 
features in his MI'TY package ran 
over 50 times in the New ^ ork market. 
I his same hardy perennial, incidental- 
ly, is still going strong, with KTYK 
among the i ceeul buy ers. 

It is clear, therefore, that big tv pro- 
graming adjustments arc in works. 
If ratings continue coming as they 
base been, features may be the biggest 
thing to hit l\. 



HOW TO SEDUCE 
AN AFFILIATE 

There frequently is a rich vein of humor in a reversal of roles 
situation, and Harry Bannister (affiliate turned network exec) 
mined it deep in introducing iSi.les Traimnell [network exec turned 
affiliate) at last week's \BC Convention at Miami Beach. Bannis- 
ter, for many years general manager of one of the net's six orig- 
inal affiliates (WW J and WU'J-TV, Detroit) is note A BC v.p. in 
charge of station relations. Trammel, for 12 years president and 
chairman of XBC, is now president of WCKT and WCKR, Miami. 
In response to requests, here are excerpts from Bannister's talk. 

During his 12-year tenure as president and chairman of NBC, 
Xiles Trammel] perfected a technique of dealing with people, the 
like of which was never seen before and probably never will be 
witnessed again a baffling compound of courtesy , gallantrv , 
affability, amiability, urbanity and chivalry to disarm opposition 
and endear him to all, even as he deftly removed the fillings out 
of your teeth, the jewels from your watch. . . . 

Behind a Southern exposure facade of all the gentle qualities, 
there was a mind like a steel trap, an iron determination and a 
unity of purpose which never wavered for an instant. The result 
was that you knew you were getting it — but good and vet. you 
loved it. And that, ladies and gentlemen. I offer as the acme of 
the fine art of seduction. 

I personally ha\e been had more than once but it never felt so 
nice as when 1 got it from Niles Trammell, lie took me but 
good time and time again just like he look every affiliate in 
the room. I would come in from Detroit all hopped up with a 
great case for a rate increase on which I bad spent weeks, and 
maybe months, of preparation. My pitch would be logical, statis- 
tical, mathematical, unassailable, and highly deserving. Niles 
would sit back in his chair, smile charmingly, and in soft Georgia 
accents agree with my every point. Then when I got through, 
still agreeing with me. he would suggest by subtle indirection that 
niavbe mv rate was alreadv too high, and still agreeing with me. 
would sadly point out that the broadcasting business in general, 
and NBC business in particular was really on shaky ground 
primarily because my station was overpriced. In fact, another 
major depression might be in the making unless I got my rate 
down. . . I'd be glad to get out without losing my transmitter. . . 

Vet. every minute I loved it. and I loved Niles. Just like a 
rabbit being charmed by a snake. Some rabbit and some snake. 

And then the wheels of time rolled on. Now, Niles is in a new 
role an affiliate, and as such he's the embodiment of all the 
manly virtues, talking straight from the shoulder, as do all good 
affiliates, and to the point, without deceit or deception, while I'm 
the double-dealing network tycoon . . . never letting the right 
hand know what the lefl hand doeth, a slick New Yorker purvey- 
ing rink) -dink. . . 
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A one-act play wherein an agency plans a Christinas party in depth 



SCEiNE: Several days before Christmas in the board room 
of Snook, Crappie & Bream Agency. It is a handsome room 
U'ith ivy-league green nails, drapes in client purple, and a 
rug of cerebral gray — with a crew cut. Huddled at the end 
of a long table are three nervous people: Brains Frawlish. 
account executive: Miss Bonita Garble, timebnyer, and 
IF y mi Carbondale, radio-tv director. Miss Garble has torn 
apart a pack of filter kings and is hysterically de filtering 
them one by one. Carbondale is nibbling at the temples of 
his horn rims. Frawlish, with an ashen pallor showing 
through his sun-lamp tan, finally swings on the pair of them. 



frawlish: Oka), you've both tossed out \our guesses why 
Bream called us here. Xow I'll have my sa\ . I have not 
been mishandling the Little Snapper Clothes Pin account as 
> oil so sweetly suggested, Miss Garble. 

Miss garble: 1 only mentioned it as a possibility. After 
all. Mr. Bream hadn't called us here for nothing, so it must 
be that account. 

FRAWLISH: Oh, it's that account all right. But has it 
occurred, Miss Garble, that it mas ha\e something to do 
with that big. juicy 1.3 we re averaging with Sawney Bean, 

{Please turn page) 




CHRISTMAS BALL OF WAX toniinued 



Ml:-s o \rble: • Coloring nnprettily I : 1 only bin the markets 
— not the films! 

( \RBON da LE : Now hold on a minute! Sawney Bean s a- 
meat a show as I ever bought ! 

Miss GARBLE: Yon should die before you admit it! 

FRvWl.Isii: W ell, nobody's bin ing the elothes pins Shhh. 
here comes the old man now! 

I They all freeze into altitudes of fake alertness, as Bangsitc 
Bream enters. Bream looks every inch the executive v. p. — 
which he is. Fie jcears a frown, on. his face and a sprig of 
holly in his lapel. The three hirelings greet him with appro- 
priate "Ave Caesars.' winch he ignores.) 

huk\m: We re slipping. Slipping, slipping, slipping. The 
old SC&B team spirit is w ithering on the vine. I Pounds fist 
on table) Hut I intend to see something's done about it! 
Miss garble: (Brightly nervous) T was just sa\ing to Mr. 

Carbondale that 1 only buy the markets - not the — 
bre\m: Who's talking about markets? I'm talking about 
the office Christmas part). {Three sighs of relief greet this 
announcement : Frawlish even manages a smile). Our last 
few Christmas parties have been badly disorganized. 
They've been thrown together like nobodv eared. This 
\ear I'm naming the three of you as a committee to set 
U|) the party on a solid ]>a>is along strong lines of organi- 
zation. 

frawlish: F.r. there'- not much time, is there? 

BREAM : l'lent\ of lime, provided we start light now. \o\\ 
a> bad as last \ ear's party was, we can profit from our 
mistakes. You. Mis< Garble. I'm sine \ ou learned some- 
thing from last year's party? 

Miss garble: (Blushing furiously and peering from lowered 
eyelids at Frawlish) I sure did! 

Fi;\\\ i.isii : [Studying his manicure \ Er, well, like 1 you sa\. 
chief, we'll profit l>\ pa*! mistakes. ^ es sir. this \ear things 
will be ahem organized. 

BKK\M: Splendid. \nd I think you should he chairman. 
Frawlish. 1ou'\e got a flair for organization in depth. 

kk\\\ i.isii: I Beaming) Thank yon. sir. First thing I'll gel 
out is a memo apprising the staff. Now as for delegating 
responsibilities. I think Miss Garble should handle all the 
detail 

Miss garble: Like what? 

FR\\\ l.ISll: Like getting the Christmas tree, ordering the 

snacks and drinks, seeing that the decorations go up 

miss gvrble: W in should I have to do all that? 

FH\w i.isii : Because \on\e got a mind for details, that s 

why. 

miss (, \rbi.e : Well, really ! 

bream: f I'laralingly I What Frawlish means is that as a 
\alued time! mer in thi-- organization. \ on ha\e acquired 



an adeptnes> in handling, er. things. In short. Mi» Garble. 
I think you should treat the detaib of tin's partv with the 
same care y ou give your media buys. 

c\rbond\le: Then T don't hold much hope for the party. 
bream : I ncalled for. Carbondale. That's not the true 
Christmas- spirit. Besides, you haven't said a word since 
we began this discussion. Suppose you contribute something 
constructive based on what you recall of last year's party. 
Miss garble: i Spitefully) Like when Mr. Carbondale fell 
into the tree? 

carbondale: Could have happened to anyone. I slipped on 
a piece of tinsel. 

Miss GARBLE * Tinsel-schminsel — y ou were 

BREAM: (Raising his hand as in benediction) Now. now 

good will toward men. 

Miss garble: 1 was only trying to point out that Mr. 
Carbondale could hardb be expected to contribute anything 
based on what he recalled of last year's party because 1 
saw the boys from the mail room earn him out to the 
elevators — 

carbondale: (Rising in wrath) Can't remember, eh? I'll 
tell you what I remember. (Faces Miss Garble and Fraw- 
lish ) I remember distinctly wandering into a certain 
account exec's office — a famih man. mind v ou and 
frawlish : (Leaping to his feet and shouting) We're going 
to need a Santa Clans - 

< \KBO.\DALE: Don't change the subject. Like 1 was saying, 
there was this 

FRAWLISH: i Still trying to drown out Carbondale) Yes. sir, 
a big round Santa Clans 

Miss garble: {Shrilling) Oh. definitely a Santa Clans! 
BREAM: \o need to shout. 

< \rbo\oai.e: They don't -eem to want to hear the end of 
ni\ story, chief. 

bream: We all want to hear it. Get on with it. Carbondale. 
FRAWLISH: Look, were wasting time. A* chairman of this 
committee I nominate Carbondale to pla\ Santa Clans. 
miss garble: He'll be wonderful! \ natural. His kindness 
will show through. 
carbondale: Just a minute. 

BREAM: I think it's an excellent idea. As radio-lv director 
sou should know a thing or two about acting. 

miss garble: He might even got one of his producers to 
help out with a make-up man. Now lets sec. where do we 
keep that old Santa (dans suit. 

frawlish: I think it's with the tree ornaments stored 
away in Research. 

( \RIH)M)ALE: Hold on. I didn't sav I'd be Santa. If there's 
going to be a parh. I don't want to be tied down with 



SPONSOR • 22 DECEMBER 1936 



the grab hag gift* and all that. 

Miss GARBLE: What Mr. Carbondale moans is 5011 can't 
drink veil much through a beard. 

bream: KnougU of that. Carhoiulale }ou are Santa. That's 
settled. 

frawlish: {To Miss Garble) That's what makes Mr. Bream 
such a great man — quick decisions. Oh. were going to 
really make this a big party, baby — (lie circles Miss 
Garbles iraist with his arm). 

miss garble: {Pulling auay) Mr. Frawlish, please! The 
parh hasn't started yet ! 

bream: Miss Garble. I think \ou"d better run over to 
Research and dig out the Santa suit. We'd better see how 
Carbondale looks in it. 
{Miss Garble exils.) 

carbondale: I'm going to feel sill\. 1 still think Frawlish 
here would be the perfect Santa Claus — more the hail-fellow- 
well-met account exec type. Or what about Zimich in Media. 
He's a real jolly type. 
bream : He'd ham it up. 

frawlish: Now let s get on with our organization structure. 
In addition to being Santa. Carbondale, you'll be in charge 
of games and recreations. As for Miss Garble, she'll be in 
charge of procurement and decorating. 

bream: No use decorating both floors. We'll only hold the 
party here on the 14th. 

frawlish: I agree sir. Now to the budgeting. Shall we 
allow two or three hundred for the decorations? 
bream: Great scott! lsn"t that figuring pretty high. Fraw- 
lish? 

carbondale: A typical account man's estimate. It sounds 
much too high to me too, chief. 

frawlish: Mr. Bream stressed the fact he wants the best 
party >ct, and crepe paper and plastic snowballs not to 
mention a nice big tree — cost money. 

bream: Well, we don t need too big a tree. And we don't 
have to decorate the whole office. Let"s just hold the party 
down at the Media end. 

Frawlish: You'll pardon me. sir. but now \ on sound like 
a client. 

bream: But we can't go off the deep end, Frawlish. \fter 
all. it's only a Christinas party. Pare that budget. Fraulish. 
and that's my final word! 

Miss garble: {Enters with Santa suit, which she throws to 
Carbondale) Here, catch! 

carbondale: ( Eyes it with disgust) The mighty have fallen. 
From t\ director to court jester. 

bream: Carbondale. stop dragging your feet. This is an 
SC&B team effort. {Carbondale climbs into the suit.] 
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MISS GARBLE: Were going to need lots of mistletoe. \nd 
salami and — 

frawlish : Well, that's \ our bailiwick. So hop on the 
phone and start checking rates and adjacencies I mean, 
order the food. 

bream: Fstiinates first. Miss Garble. Ah, yes, this will be 
a real part). Funny thing. I'm not given to sentiment but 
at this happ\ season, well 1 just bubble over with good 
will— 

CVRBONDYLE: {Looking sad in his suit) There, bow's that? 

frawlish: Slip on the beard. 

c \u BONDALE : Okay, okay. How do I look? 

Miss GARBLE: I Giggling I You look just like Sawney Bean. 

Cornish Cannibal. 

BREAM: ( With Christmas spirit suddenly falling away from 
him) Hah! Sawney Bean — that dreadful properly that's 
collecting those horrible 1.3 ratings! I'm glad you brought 
that up! 

Miss garble: (Frightened) Well, er, I'd better rush off and 
tend to all that decorating. 

bream: You stay right here! I'm getting to the bottom 
of wh) we're on the verge of losing our clothes pin account 
with that turkey! 

frawlish: Mr. Bream, sir, we've got a lot to discuss \ et 
on the party. 

bream : (Tearing the holly s]>rig from his lapel and slam- 
ming it onto the floor) One or e\en all of you may be 
responsible for the Sawney Bean debacle, and when I find 
out — 

frawlish: (Jovially but sans hope) Remember, good will 
toward men! 

Miss garble: {Singing) Deck the halls with boughs of 
holly, tra, la, la— 

carbondale: (Prancing about in his red suit) Ho. ho. ho — 
look, chief, I'm Santa Claus— ho, ho. ho— ^ 




OF TWO PARTS 



Which Media Would You Pick 



IF 




WERE YOUR CLIENT? 



Part One in this two-part series on media selec- 
tion, in spo.nsok 15 December, showed how Four 
A's Eastern Conference meeting briefed three 
top-level media directors on marketing problems 
of Product \ and then asked them to recommend 
media for $750,000 annual budget. All three 
chose radio and or tv as basic ad media for the 
food product, later revealed as Tetlev Tea. Tet- 
le\ s own ad campaign is 100% spot radio, as 
detailed b\ its agency spokesman in Part One. 



Summaries of each of four media plans appear 
below. At the right are condensed versions of 
the two plans recommended by Arthur A. Porter, 
vice president and executive media director of 
J. Walter Thompson, and Dr. E. L. Deckinger. 
director of media strateg) for Grey Advertising 
Agency, both New York City. They give specifics 
of each recommendation, along with the market- 
ing, merchandising and copy strategy leading 
to their final media decisions for Product X. 



All throe media directors chose air media lor "X" hut each had different approach 



Benton & Bowies' Lee Rich picked 
SPOT RADIO 

84% of budget, $628,000, goes to spot 
radio, with Sunday supplements, com- 
ics, getting remaining $122,000. Radio 
pattern: 52 weeks, daytime hours in 
43 markets. Frequency: from 15 to 
25 announcements weekly, depending 
on market size and sales potential. 
Facilities: split between power, smaller 
stations. Aim is for all-family audi- 
ence in early morning, women — prod- 
uct's prime target in later morning. 
Expected results: 80% coverage of 
all homes at 68^ cpin impressions. 

Strategy in detail last issue 



Grey's Larry Deckinger picked 

SPOT TV 

Spot gets entire budget, with daytime 
spot tv the basic medium, supplement- 
ed with evening tv and radio "if there 
were extra money." Tv plan: 42 mar- 
kets, four and one-half Class C and D 
announcements weekly for 52 weeks. 
Estimated unduplicated coverage: 22.5 
million homes, 90% of tv homes in 
distribution area. Other estimates: 
four-week cumulative audience. 41%; 
epm homes reached, $1.60, possibly as 
much as 25% less, w ith an average year 
round rating of 8% per commercial. 

Strategy in detail opposite 



JIVTs Art Porter picked 

NET & SPOT RADIO 

100% of budget goes to radio — $367,- 
000 to network, $208,000 for supple- 
mentary spot drive, $176,000 for sec- 
ond step-up seasonal spot campaign. 
Network recommendation: five 1V2- 
minute segments of five CBS programs 
weekly for 52 weeks. Spot: (1) five 
announcements weekly for 52 weeks on 
102 stations, early morning time; (2) 
10 commercials weekly for 22 weeks in 
same 102 markets, with earlv morning, 
late afternoon time periods, during 
the seasons of peak consumption. 

Strategy in detail opposite 



Product X is Tetley Tea 

Client's own agency, OBM, picked 
SPOT RADIO 



Tetley 's actual campaign gives entire 
$750,000 budget to spot radio. Radio 
in 65 markets, with greatest strength 
in New England, Northeast, Southeast, 
delivers potential reach of seven in 10 
homes in week. Buying pattern is 
"flights," in three weeks, out two, in 
three, for total of 26 weeks in course 
of year. Broadcast days an; Thursdav, 
Friday, Saturday. Cost: "consider- 
ahly less than $1" per 1.000 per com- 
mercial minute. Frequency : 10 to 
40 minutes per week, per market. 

Strategy in detail last issue 





UNIQUE SESSION above had three panelists outline media they'd choose for 
Product X. Chairman James J. McCaffrey at rostrum explains what "X," Tetley 
Tea, actually buys. Leo Hogart (r.), McC-E., presented critique of all four plans 



PORTER: NETWORK RADIO BACKED WITH 2 SPOT DRIVES 



^^rthur A. Porter, vice president 
and executive media director of J. 
Walter Thompson. New York, sub- 
milled a media recommendation which 
gave radio the entire $750,000 budget 
of Product X (Telle) Tea). He al- 
located 51 ( f of this amount lo netw ork 
radio, llie remaining A9 e 't to spot in 
two supplementary campaigns. 

The media buy as be recommended 

it: 

Daytime network radio, with five 
seven and one-half minute segments 
per week for 52 weeks on CBS, one 
segment daily on these shows: Wendy 
Warren, Friday; Helen Trent, Thurs- 
day: A tint Jenny, Wednesday; Young 
Dr. Malone, Thursday; Second Mrs. 
Barton, Friday. Estimated cost: $367.- 
000. 

Supplementary spot radio, with five 
announcements weekly for 52 weeks on 
102 stations in all markets with more 
than 100,000 population. Announce- 
ments are to be spotted in or near top- 
rated local interest programs on Thurs- 
day and Friday between 7 and 9 a.m. 
Estimated cost : $208,000. 

Step-up seasonal spot radio, with 10 



announcements weekly for 22 weeks in 
these same 102 markets. Concentra- 
tion would be in \orlhern areas from 
November through March, in the 
South from mid-April through mid- 
September. Estimated cost: $176,000. 

The cost of all three phases of the 
radio campaign would run $1,000 over 
the Product X budget, hitting $751.- 
000. 

Here's how Porter explains the selec- 
tion of network radio programing as 
the basic medium for the product. 

"Through a tailored lineup of CHS 
stations, daytime network radio will 
deliver a blanket of coverage w ith five- 
lime-a-week continuity throughout the 
area of distribution."' 

And because the programs are 
broadcast between noon and 3 p.m., 
""they succeed in delivering commer- 
cials during the noon-hmehlime peri- 
od. They can be expected to deliver 
approximately 400 million home im- 
pressions, or an average of 14 per fam- 
ily at a cost of 94£ per 1,000. 

And he noted the commercial length, 
one and one-half minutes, gives "time 
for a complete and thorough sales mes- 



sage. 

"Although day time network radio is 
an excellent Inn. it must be supple- 
mented in order to adjust advertising 
weight more closeh with the product's 
market in terms of younger house- 
wives, larger families, urban markets 
and tv vs. non-tv homes. * 

lie explained that the daytime pro- 
grams selected can be expected lo be 
"relatively more popular with women 
in middle and lower income groups, " 
adding that non-tv homo reached 
through radio "tend to be within the 
middle and lower income categories." 
Network programs, alone, "tend to 
place their weight disproportionately 
against smaller families, smaller towns, 
older women and non-tv homes." 

To adjust the weight of Product X. 
which Porter calls Ogg, and to bring 
media more closely into line with the 
product profile, he recommended two 
additional spot schedules. 

Five early morning commercials for 
52 weeks, plus 10 additional announce- 
ments in earlv morning and late after- 
noon times for 22 weeks during peak 
{Please turn to page 50) 



DECKINGER: DAYTIME SPOT TV GETS X'S ENTIRE BUDGET 



I3r. E. L. Deckinger, director of 
media strategy at Grey Advertising 
Agency. New York, made two recom- 
mendations for media on Product X. 
'1 he first, geared entirely to spot, al- 
lowed for the $750,000 budget lo be 
split among daytime television, as the 
major medium, followed by evening tv 
and possibly some radio. 

"Where I could afford more than 
daytime tv, I would get audience ex- 
tension with evening tv announce- 
ments. And. if I could afford still 
more, I'd then get frequency and 
audience extension by adding radio 
spots," said Deckinger. 

Working within the budget require- 
ments of Product X, he limited his sec- 
ond media recommendation to daytime 
television announcements in 42 mar- 
kets. The pattern, and some of the 
anticipated results: Estimated undupli- 
cated coverage of 22.5 million homes, 
representing 90'^ of all tv homes in 
the product's distribution area; an av- 
erage of four and one-half Class C and 
D minutes weekly in each market for 
52 w eeks. 

Other estimates: average \ ear-round 



average rating per commercial, eight 
per cent of tv homes; average cumula- 
tive four-week audience, 41 r < of tv 
homes; number of contacts per home 
reaches, 3.4; year-round average cost- 
per-1,000 homes reached, $1.60. Term- 
ing this cost "conservative. Deckinger 
said actual cpm "is likely to work out 
to be 25 r i or more below this 
amount." 

He then pointed up the relative in- 
fluence of several factors on the de- 
termination of this media pattern. All 
but one of the influences were out- 
lined in the 4A prospectus lo each of 
its media-director speakers. The final 
point, the competitive factor, was add- 
ed by Dr. Deckinger. Here s how these 




ARTICLE IN BRIEF 



Broadcast media came out on top in 
recommendations of three media 
directors for advertising of Product X, 
later revealed as Tetley Tea, in media 
"test" given by 4A's. In this issue, 
J. Walter Thompson and Grey Adver- 
tising explain their respective choices 



factors influenced Grey s choice: 

1. The intrinsic characteristics of 
the product, its physical attributes and 
the uses to which it is put. 

Tv was selected because of the "ex- 
ploitable properties of the product, and 
those which the copy people wish to 
exploit." 

Of the eight cop\ points which 
Product X boasted in the 4V pros- 
pectus, five are demonstrable and. 
therefore, naturally suited to tv. the 
demonstration medium, the speaker 
noted. 1 bese five: specifically made 
for easy preparation; smaller tender 
ingredients are used, so that the full 
fla\ or w ill be produced instantly; 
preparation of this product is notice- 
ably faster than in the case of compe- 
tition; convenience; use boiling water 
only. 

" The product, and the way the copy 
platform is constructed, simply begs 
for demonstration media. \lso, con- 
venience and not taste is an important 
ingredient. Convenience is a fact: the 
taste claims are contrived. This sa\s 
we mu-t not sell so much to the con- 
(Please turn to page 50. col. 3) 
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YES! THIS IS A DRIVER'S SEAT! 




With overdrive — and power drive and "horsepower" to spare. 
From behind your media-buying desk you can sit in this driver's 
seat and cover Hometown and Rural America with the swish 
of your ball point pen. 

Hometown and Rural America is that rich, responsive market 
of more than 80 Million Americans, tuned regularly to the 911 
Keystone Broadcasting Radio station affiliates. 

In your driver's seat you can pick your route and the number of 
towns you wish to BLANKET with your sales message. 
Leave out the side roads and the backroads and the detours. 
Drive right down MAIN street via KBS ... 90 stations or 900 
. . . we'll draw your roadmap to suit the sales need 
that's pressing you most. 

Ask us to prove our story. We'll love it. 



Send for our new station list 

CHICAGO NEW YORK 10S ANGELES SAN FRANCISCO 

111 W Washington 580 Fifth Ave. 3142 Wilshite Blvd. 57 Post St. 

Sta 2-8900 Plaza 7-1460 DUnkitk 3-2910 SUttet 1-7440 

• TAKE YOUR CHOICE. A handful of stations or the network ... a minute or a full hour-it's 
up to you, your needs. 

• MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some "spot" costs. 

• ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you. 



BROADCASTING SYSTEM, m 
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Tv programing and costs 

COM PARAGRAPH 



This is the second of sponsor's new Comparagraph sections. 
It is designetl to give readers a monthly updating on tv network 
programs, sponsors and costs phis hasic data of interest to 
users of spot tv. Kach Comparagraph section will provide 
some new material in addition to the up-to-date, facts on the 
network tv picture. For example, this section will contain 
regional hreakdowns of spot spending plus a breakdown of 
how much money is spent in spot tv on announcements, par- 
ticipations and programs by time of day. Future issues will 
carry new breakdowns of network data. The next Compara- 
graph will he featured in the 19 January issue of sponsor. 



2 



\etirork program profile provides 
sponsored, hour data . . . see below 

Cost-per- 1,000 for top 10 night 
and daytime programs . . . page 36 

Comparagraph gives day-by-day 
chart of all net shows . . . page 38 

Alphabetical list of net shows 
includes costs, rating . . . page 44 

Sj>ot tv basics this issue, cover 
regional spending data . . . page 48 



1. NETWORK PROGRAM PROFILE 



AVERAGE COST OF PROGRAMING BY TYPES 



Cost Number 


Cost Number 


Cost Number | Cost Number 


Hour drama 
$59,000 12 


Half-hour drama 
$34,875 16 


Situation comedy 
$36,781 16 


Hour comedy-variety 
$61,333 9 


Half-hour comedy-var. 
$46,500 6 


Adventure 
$34,000 19 


Quiz 

$27,063 16 


Daytime serials 
$8,911* 9 



•Per week of five shows: other programs are once-weekly. 



NUMBER OF SPONSORED HOURS: LIVE AND FILM* 





Daytime 






Nighttime 




Network 


Sponsored 
hours 


% live 


% film 




Network 


Sponsored 
hours 


% live 


% film 


ABC 


1 1 


4.5 


95.5 




ABC 


20.92 


54.6 


45.4 


CBS 


38.50 


88.3 


1 1.7 




CBS 


29.25 


59.0 


41.0 


NBC 


35.25 


96.5 


3.5 




NBC 


25.25 


72.3 


27.7 



•For week of 1G-22 December. 
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S3. 25 



$3.00 



$2.75 



$2.50 



$2.25 



52.00 



$1.75 



$1.50 



$1.25 



2. COST-PER-1,000 FOR TOP N 



Oost-per-1.000 charts below provide an efficiency comparison for the top 10 night- 
time and the top 10 weekday programs during the two weeks ending 10 November 
1956. Rating- used are A. C, Nielsen (average audience basis). Time costs are 
from SRDS with standard discounts a ? computed by Nielsen. Talent costs are 
sponsor estimates. Top 10 figures I ratings and homes reached I are at right. 



Cost-per-1,000 homes per commercial minute for top lO nighttime program 



$2.50 



$2.25 



$2.00 



$1.75 



$1.50 



$1.25 



$1.00 



$0.75 



$3.03 



$2.24 




1 


2 


3 


4 


5 


6 


7 


8 


9 


10 


1 I.OVe 


Ktl 


G.E. 


Ford Star 


Godfrey's 


Private 


$64,000 


1 lit( hcock 


Shower 


Jack 


Lucy 


Sullivan 


Theater 


Jubilee 


.Scouts 


Secretary 


Question 


Presents 


of Mars 


Benny 


46.1 rating 


44.4 rating 


37.5 rating 


35.7 rating 


35.7 rating 


35.0 rating 


34.6 rating 


34.6 rating 


34.5 rating 


34.4 rating 



Time i*!> iv i av.iihibk 



Cost-per- 1,000 homes per commercial minute for top lO week day program* 




1 


2 


3 


4 


5 


6 


7 


8 


9 




d ieki'V M ou*e 


Mickey Mouse 


Mickey M<iii-<: 


( .indinp 


M i( key Mouse 


Queen for a 


Search for 


Mi ike It 


His: Pay Off 




Club '■.">: 15 J 


(.'Inl.'l. "):.■{()» 


Club (5;15j 


Cifibt 


Club 1 ") :<)()) 


Day f 1 :.'?()) 


Tomorrow 


Kiel. (1:25) 


(1:25) 


\ 


1 8.4 rating 


17.7 rating 


1 5.4 rating 


11.5 rating 


1 1 .5 rating 


1 1 .2 rating 


1 1 .2 rating 


9.4 rating 


9.4 rating 
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Mill, limine :ir< \ i Mil hi h, a«e iin.ili'iii'i lor neck* iiiillni! 1 n NoM'tithcr, For mum' (if ilntn iiswl to rompule cost pit 1.00(1 homes per commercial minute, net next pi,' 




^aine {efcjjlione. 3utlson 6-3316 

his month throughout the U.S., 150,000 homes or 
being interviewed for next month's "U.S. Pulse TV" 




PULSE, In,., 730 Fifth t,c. \rt< )orh l<> 
Telephone : Jmlson O-.'f.V/f) 

IN Id-. \M.lll- — <» (•)•) WII-IIIIU Kill I I \ villi — Will- I Ml 




3. NIGHTTIME 



C O 




P A 



ABC 



SUNDAY 

CBS NBC 



ABC 



MONDAY 

CBS 



NBC 



TUESDAY 

ABC CBS NBC 



HI 



A 



[•I*] 



[•I*] 



Telephone Time 

Bell 



You Are There 
(Air Power) 

Prudential 



Meet I he Kress 

Pan An) 
(last 12/30) 
alt 

Johns .Manvillc 



Roy Rogers 

Gen Foods 



D Edwards 

Whitehall 



D Edwards 

Whitehall 



I You Asked for It 

Sklppy I'eanut , Lassie 

nutter Campbell Soup 



Amateur Hour 

Pharmaceuticals 
(7:30-8:30) 



Pvt. Secy, alt 
wks Jack Benny 

Amcr Tobacco 



77th Bengal 
Lancers 

Getfl Foods 



Circus Boy 

Reynolds Alum 



Kukla, Fran 
& Ollie 

Gordon Bkng-co-op _ 

John Daly News 

Genl Cigar 



Bold journey 

Ralston-Purina 



D Edwards 

Whitehall 

Robin Hood 

Johnson & .Thsn 
alt Wildroot 



Kukla, Fran 
& Ollie 

Gordon Bkng -co-op 



Nat King Cole 

sust 



News 

Stude-Packard 



John Daly News 

Genl Cigar 

Cheyenne 

Gen Klectric 
(alt nks 
7:30-8:30) 



D Edwards 

Whitehall 

Name That Tune 

Whitehall alt 
Kellogg 



[•!•] 



Conflict 

Chesebrough- 
Ponds 
(alt wks 
7:30-8:30) 

Wyatt Earp 

Gen Mills 
alt r&G 



TOT 
& 

Gordon 



lonarhair Winters 

l^ewisllowe 
alt Ticks 



News 

Carter (last 12/25) 



|ohn 0. 1 
Genl 

D 

Amtrj 

ArfleT 

DerlT 
<7:."« 



Amateur Hour 

I 



Ed Sullivan 

Lincoln-Mercury 
(S-9) 



Steve Allen 

Jergens. Brown 
& Williamson. 

Polaroid 
US Time Corp 



Danny Thomas 

Armour alt 
Kimberly-Clark 



Burns & Allen 

Carnation alt 
Gen Mills 



Sir Lancelot 

Amer Homo alt 
l^ever Bros 
(3 wks in 4) 



Phil Silvers 

Amana alt 
B. J. Reynolds 



Press Conference 

Corn Prod | 



Ed Sullivan 



Steve Allen 



Voice of 
Firestone 

Firestone 



Talent Scouts 

Lipton 
alt Ton! 



Stanley-TonT alt 
Amer Tob (3 in 4 

l*rod Showcase 
i <-9 :30 1 nk/4) 
RCA- Whirlpool 



Brothers 

P&G alt 

Sheaffer 



Big Surprise 

l'urex alt 
Speidcl 



Noah's Ark 

L&M alt 
Max Factor 



Dism' 



Nav) 

Amer 

v s 



lv playhouse 

Goodyear alt 
Alcoa 
(0-10. 3 wks in 4 
(9-10:30. 12/23) 



Omnibus 

Aluminum 
Union Carbide 
(9-10:30) 



Omnibus 



C. E. Theatre 

Gen Klectric 



Hitchcock 
Theatre 

Bristol-Myers 



Chevy Hour 

Chevrolet 
(9-10, 1 wk In 4 



Bishop Sheen 

co-op 



Welk Top Tunes 
New Talent 

Podge-Plymouth 
(9:30-10:30) 



I Love Lucy 

P\-G alt 
Gen Foods 



Dec Bride 

Gen Foods 



Can Do 

Rcvlon (last 12/31 

Twenty-One 

(1/1-1 start) 
Pharmaceuticals 



Broken Arrow 

Gen Electric 
alt Miles 



Nothing But 
Truth 

Pharmaceuticals 



Jane Wyman 

PvtG 



Ozzie C 
Kr 



Robt Montgomery 

S. C. Johnson 
alt Schick 
(9:30-10:30) 



Cavalcade 
Theatre 

Dul'ont 



Red Skelton 

Tet Milk alt 
S C. Johnson 



i-ircle I neatre 

Armstrong 
(alt wks 
9:30-10:30) 



Ford 



Omnibus 



$64,000 
Challenge 

Revlon alt 
1'. Lorlllard 



Loretta Young 

V&CS 



Welk Top Tunes 



Studio One 

Westinghouse 
(10-11) 



Robt Montgomer 



It's Polka Time 

co-op 



$64,000 
Question 

Rerlon 



Kaiser Alum Hr 

Kaiser Alum 

(alt nks 
9:30-10:30) 



Wed 
Fit 

Pabst at 
(10 



What's My Line 

Sperry-Rand 
alt II Curtis 



Natl. Bowling 
Champs 

White Owl 



Studio One 



Do You Trust 
Your Wife 

L&M alt 
Fvlgldaire . 
(Frig last 12/25) 



Break the Bank 

Lanolin Plus 




P/\ YTI IVI E Programing from 7:00-10:00 a.m. on these page 





There are no 




Good Morning 

(7-8) 
partlc 


Today 

(7-9) 
partlc 




Good Morning 

(7-8) 
partlc 


Today 

(7-9) 
partic 






network shows 
on Sunday 




Good Morning 


Today 




Good Morning Today 




morning from 
7:00 to 10:00 

i 


Capt Kangaroo 

(8-9) 
partlc 


Today 




Capt Kangaroo 

(S-9) 
partlc 


Today 




An explanation of 




Capt Kangaroo 


Today 




Capt Kangaroo 


Todav 




the rr 
Com 


latcrial in the network 
paragraph will be four 
on pages 42, 43 


tv 

d 








1 













i G R A P H 



22 DEC. - 18 JAN 



MESDAY 

NBC 



THURSDAY 

ABC CBS NBC 



FRIDAY 

ABC CBS NBC 



SATURDAY 

ABC CBS NBC 



ds 



D Edwards 

Whitehall 



D Edwards 

sust 



Meet the 
Champions 

Hayuk 



Kukla Fran 
& Ollie 

Gordon likng-co-op 



No net service 



John Daly News 

Genl Cigar 



D Edwards 

Whitehall 



ep 

Is 



Eddie Fisher 

Coca-Cola alt 
Planters 



Kukla, Fran 
& Ollie 

Gordon Ilkng-eo-op 



John Daly News 
Genl Cigar 



No net service 



D Edwards 

sust 



News 

Time alt Miles 



Lone Ranger 
Gen Mills alt 
Swift 



Sgt. Preston 

Ouaker Outs 



Dinah Shore 

Chevrolet 

News 

Sperry Rand 



Rin Tin Tin 

Nabisco 



My Friend Flicka 

Colgate 



Eddie Fisher 

Coca-Cola alt 
Planters 



News 

Miles 



Famous Film 
Festival 

parties 
(7:30-9) 



Beat the Clock 
11. Bishop 



Buccaneers 

Sylvania 



No net service 



People Are 
Funny 

Tonl alt 
It .1. Reynolds 



„dfrey 

I vers 



fentd) 



Hiram Holliday 

Gen Foods 



Father Knows 
Best 

Scott Paper 



Circus Time 

partic 



Circus Time 



Bob Cummings 

Colgate alt 
H .7. ltcvnolds 



Climax 

Chrysler 
(8:30-9:30) 
3 wks in 4 



You Bet Yr Life 

DeSoto alt 
Toni (1/10 start) 



Dragnet 

l.&M alt Schick 



Jim Bowie 

Amer Chicle alt 
Chesebrough- 
Ponds 



Crossroads 

Chevrolet 



West Point 

Gen Foods 



Zane Crey 

Gen Foods 
alt Ford 



Life of Riley 

Gulf Oil 

, Blondie 

Toni (8-8:30, 
I l/4_staitjL_ 

Walter Winchcll 

Tuni alt 1'. Uirilliin 
(12/28 last) 

Life of Riley 

1/4 start 



Film Festival 



Jackie Cleason 

llulova 
P. Lorillard 
(8-9) 



Perry Como 

(8-9) 
* & II Stamps 
Noxzema 



Film Festival Jackie Cleason 



Sunbeam 
Kimberly-Clark 
ItCA, Gold Seal 



Kraft Theatre 

Kraft (9-10) 



Wire Service 

It J. Reynolds 



Shower of Stars 

Chrysler 
(1/3 start, 
8:30-9 .30, 
1 wk in 4) 



People's Choice 

Borden alt P&G 



Treasure Hunt 

Mogen David 



Crusader 

Colgate alt 
li. .1. Reynolds 



vlr. Adams & Eve 

1/4 start 



On Trial 

Campbell alt 
Lever Bros 
(3 wks In 1) 



Lawrence Wclk 

Dodge 
(9-10) 



Cale Storm 

Nestle 



Caesar's Hr 

(9-10, 3 in 4) 
Carter, Babbitt 
Quaker Oats 
Knomark, Wcssor 



tSecret 

lolds 



Kraft Theatre 



Wire Service 
Miller Brewing 
alt sust 



Playhouse 90 

Singer alt 
Bristol-Myers 



Ford Show 

Ford 



The Vise 

Sterling Drug 



Playhouse of 
Stars 

Schlitz 



Big Story 

Yicks alt Amer 
Tob (3 wks in 4) 



Lawrence Welk 



Chevy Show 

(9-10, 1 in 4) 



Hey Jeannie 



Spectacular 

ItCA -Whirlpool 
Olds (9 10:30 
1 wk in 4) 



Hr 

•el 



'Ox Hr 

Itric 
•Ml) 



This Is 
Your Life 

P\G 



Twenty-One 

(last 1/9) 
Pharmaceuticals 



Air Time '57 

sust 
(12/27 start) 



Air Time '57 



Playhouse 90 

Ronson alt 
Bristol-Myers 
(1/10 start) 

Playhouse 90 

Philip Morris 
(1/3 start) 

alt Amer Gas 
(1/10 start) 



Lux Theatre 

Lever Bros 
(10 11) 



Lux Theatre 



Ray Anthony 

Plymouth 
(10-11) 



Ray Anthony 



Line-Up 

\'\n alt Brown 
& Williamson 



Person to Person 

jAmer Oil & ITamm 
alt Time, Inc. 



Cavalcade 
Sports 

Gillette 
(10-concl) 



jf 



Red Barber 

St Farm Ins 



Ozark Jubilee 

Am Chicle 
alt sust 



Ozark Jubilee 

co-op 



Cunsmoke 

L&M alt 
Sperry-Rand 



You're On Your 
Own 

Uazel Bishop 



Ceo Cobcl 

Armour alt 
Pet Milk 
(3 wks in i) 



Hit Parade 

Ainer Tob 
alt lludnut 



igraming from 10:00 a.m. to 6:00 p.m. will be found on pages 42, 43 



ning 
' 


Today 

(7-9) 
partic 




Cood Morning 

(7-8) 
partic 


Today 

(7-9) 
partic 




Cood Morning 

(7-8) 
partic 


Today 

(7-9) 
- — . partlc 








ning 


Today 




Cood Morning 


Today 




Cood Morning 


Today 








.aroo 

I 


Today 




Capt Kangaroo 

(8-9) 
partic 


Today 




Capt Kangaroo 
Today 

(8-9) 

r*H»H< 


Today 








1 

;aroo 


Today 




Capt Kangaroo 


Today 




Capt Kangaroo 


Today 
















































Capt Kangaroo 
(9:30-11) 
partic 
Ludens 





NOBODY'S BUYIN 




UT ADVERTISERS 




2AhFr,\ ( 
BfvMd> Inn . /■ 'i ' 

,Us "race of CFi< u ^ 
"OM/md.* Rad,n 



Rlde ^ CBS kadK 

' /j « SOLO 

< jiving Off , 3 /} . . 




li n J* tio »al Fattens ' 



NOW, LEVER 
BROTHERS ! 

One of the country's most deliberate users of 
advertising, the Lever Brothers Company, 
has just bought into the CBS Radio Network 
with conviction: 20 daytime program-units 
a week, 52 weeks a year. 

Thus the list of companies launching major 
CBS Radio campaigns since we last collected 
sales headlines keeps growing. It now includes 
Lever, Scott Paper, Mentholatum, Lipton, 
American Home Products, Grant Chemical, 
Pharma- Craft, Campana, Salada Tea . . . 

The reason is people. Every month CBS Radio 
programs win 38 or 39 or 40 of the top 
40 audiences in Nielsen daytime rankings. 
In fact* in every time-period from 10:00 AM 
to 3:30 PM, CNYT weekdays, CBS Radio 
is the most listened-to network. *•„»«„,«,,.*. „ 

Advertisers need people. The people - in radio's 
greatest numbers — are here. Which means 
that network radio's sales power and 
advertising economy are here, too, at their 
formidable best ! 



Now is the time to buy the . . . 

CBS RADIO NETWORK 




DAYTBME 



continued 



c o 




P A 



ABC 



SUNDAY 

CBS 



NBC 



ABC 



MONDAY 

CBS 



NBC 



ABC 



TUESDAY 

CBS 



NBC 



Lamp Unto My 
Feet 

sust 



Look Up & Live 

sust 



Carry Moore 

Campbell Soup 

Lever liros 
alt sust 



Arthur Codfrey 

Stand Brands 

Stand Brands 



Ding Dong School 

sust Hast 12'2S) 



Home 

partic 
(10-11, sts 12/31) 



Price Is Right 

sust 
(last 12/2S) 



Carry Moore 

sust 



Best Foods 



Arthur Codfrey 

Scott Taper 

Norwich 



Ding Dong Schoo 
sust (last 12,28) 

Home 

partic 
(10-11, sis 12/31) 



Price Is Right 

(sust (last 12/2S) 

Church Service 

(12 '25 only 
11-12) 



U.N. in Action 

sust 



Bristol-Myers 
Bristol-Myers 



Home 

partic 
(1112, last 12/2S) 

Price Is Right 

sust (12/31 start) 



Camera Three 

sust 



Strike It Rich 

Colgate 



Truth or 
Consequences 

sust 
(12/31 start) 



Kellogg 
Pillsbury 



Strike It Rich 

Colgate 

Rose Parade 
Quaker Oats 
(11:45-1:15, 1/1) 



Home 

partic 
(11-12, last 12/2S 

Price Is Right 

sust (last 12/2S) 



Truth or 
Consequences 

sust 
(12/31 start) 



Let's Take Trip 

sust 



Valiant Lady 

Stand Brands 



Love of Life 

Amer Home Prod 



Tic Tac Dough 

sust 



Toni alt sust 
(1/7 start) 



Valiant Lady 

Wesson Oil 

Love of Life 

Amer liuine Prod 



Tic Tac Dough 

Sweets Co alt 
sust 



sust 



Wild Bill Hickok 

Kellogg 



Search for 
Tomorrow 

p&g 



Cuiding Light 

I'&G 



It Could Be You 

sust 



Amer Home Prod 




Cuiding Light 

l'&O 



Alberto Cllivi 
l.eiin & Fink 



Heckle & |eckle 

Sweets Co, alt 
sust 



Face the Nation 

sust 

(last 12/23) 



Pro Football 
Championship 

Pontiac 
(1-5. 12/30 only) 



Frontiers of 
Faith 

sust 



News 
(1-1 -.10) sust 



No net service 



News 

(1-1:10) sust 



Stand Up & Be 
Counted 



As the World 
Turns 

P&G 



No net service 



Rose Parade 
Min MaW, Finr 
Stand Up & Be Tel Del (1/1 only 
Counted 11:15 am-l:l.~> pin 



STTSt 

As the World 
Turns 

sust 



Cotton Bowl 

Bristol- Myers 
Carter (1/1 only 
1 :4.'»-concl) 



Pro Football 

sponsored by 
regions 
(2-4:30) 
(last 12/23) 

The Last Word 

sust ( 1/fi only) 
No net service 
(1/13) 



No net service 



NBC Opera 

(2-4. 1/13 only) 



Youth Wants 
To Know 

sust alt 
Amer Forum 

sust 



Our Miss Brooks 
sust 



Art Linkletter 

Stand Brands 



Campbell Soup 



No net service 



Tenn Ernie 

P&G 



Swift ait Brown 
& Williamson 



Orange Bowl 
Came Buick 
(2-concl. 1/1 only) 

Our Miss Brooks 

Best Fds alt Sust 

Art Linkletter 

Kellogg 

Pillsiiur.v 



No net service 



Tenn Ernie 

P&G 



Stand Brands 



Johns Hopkins 
File 7 

su*t 



Year's End 

(3-«. 12/30 only) 

Face The Nation 

sust (1/13 start) 



Meet New 
Senators 

:; 4, 1/6 only) 
Sunday News 



m.i:; 



Hi. 



Outlook 

sust 



Zoo Parade 
Mutual of 
Out alia 
alt sust 



Afternoon Film 
Festival 

(3-4:30) 
partic 



Afternoon Film 
Festival 



Big Payoff 

Colgate 



Bob Crosby 

sust 

Brown & Wmson 
alt Mentholatuni 



Matinee 

(3-4) 
partic 



Matinee 



Afternoon Film 
Festival 

(3-4:30) 
partic 



Afternoon Film 
Festival 



Big 



Payoff 

ust 



Bob Crosbv 

Wesson Oil 



Best Foods 



Matinee 

(3-4) 
partic 



Matinee 



College Press 
Conference 

sust 



Pedical Horizons 
Ciba 



Odyssey 

sust 
( 1 5. 
1 'I', start ) 



No net service 

News 
sust 

(last 12/23) 



Wide Wide Work 

(alt wks 4-5:30) 
Gen Motors 



Afternoon Film 
Festival 



Brighter Day 

P&G 



Queen for a Day 

Amer Home I*rod 



Secret Storm 
Amer Home Prod 



Toni ait Brown 
& Williamson 



Afternoon Film 
Festival 



Brighter Day 

P&G 



Secret Storm 

Amer Home Prod 



Queen for a Day 
Sandura alt 
Chick of Sea 



Wash Square 

(ait wks 4-5) 
lleicno Curtis 



No net service 



Edge of Night 



Modern Romance; 

sust 



No net service 



Edge of Night 

P&G 



I-ehn & Fink 
alt Stand Brands 

P&G 



Modern Romance 
Culver alt 

Sweets Co 



Dean Pike 
sust 

Newsyear-1956 

(r.:;i()-fi. 
12/30 only) 

The Littlest 
Angel 

,int (5:30 n, 
I 12, 23 only) 



Mama 

sust 

Sec It Now 

Pan Am 
15-0. 1/0) 



Boing Boing 

sust 



Topper 

(alt wks 5-5:30) 
sust 



Capt Callant 

Helms 



Mickey Mouse 
Club 

co-op 

sust 



Coca Cola 



Comedy Time 

sust 



Mickey Mouse 
Club 

co-op 

sust 



Armour 



Miles all 
Minn Mining 



Comedy Time 

sust 



Rose Bowl 
Gillette 

(4:15-conci. 
1/1 only) 



10:00 
10:15 
10:30 
10:45 

1 1:00 
11:15 

11:30 
11:45 

12N 
12:15 
12:30 
12:45 

1:00 
1:15 
1:30 
1:45 
2:00 
2:15 
2:30 
2:45 
3:00 
3:15 
3:30 
3:45 
4:00 
4:15 
4:30 
4:45 
5:00 
5:15 
5:30 
5:45 



HOW TO USE SPONSOR'S 
NEW NETWORK TELEVISION 
COM PARAGRAPH AND INDEX 



The network schedule on this and preceding pages (38, 39) 
includes regularly scheduled programing on the air between 
22 December and 18 January ( with passible exception of 
changes made by the networks after prcsstime). Irregularly 
scheduled programs to appear during this period arc listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are as follows: Tonight., NBC, 11:30-12:30 



GRAPH 



22 DEC. - 18 JAN 



ESDAY 

NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS NBC 



SATURDAY 

ABC CBS NBC 



I >ing Dong School 

sust (last 12/2S) 

Home 
partie 
(to II. sis 12/31) 



ey 



Carry Moore 

scstlo (1/10 start) 
alt sust 
Tonl alt Swift 



Price Is Right 

sust 
(Inst 12/2S) 



3ing Dong School 
sust (last 12 2s> 

Home 

partie 
10-11. sts 12/31) 



Arthur Codfrey 

Gen Foods 

Amer Rome Prod 



Price Is Right 

sust 
(last 12'2S) 



Carry Moore 

sust 

sivirt 



Crorilytrim 
(last 1/1) 
lohnson & Johnson 
I II start alt sust 



l>"ver 



Ding Dong School 

sust (last 12/2!i) 

Home 
panic 
(10 II. sts 12/31) 

Price Is Right 

sust 
(last 12, 2S) 



Capt Kangaroo 

Ideal Toy 

Brown Shoe 



Mighty Mouse 
r,en Foods alt 
Colgate 



Howdy Doody 
Continental 
Baking alt 

Sweets Oo 



I Married loan 

sust 



Home 
partie 
(jll-12. last 12/2S) 

Price Is Right 
list (12/31 start) 



Kellogg 
Pillsbury 



Home 

partie 
11-12, last 12 2S) 

Price Is Right 

sust (12/31 start) 



Yardley 
Staley alt SOS 



Home 

partie 
(11- 12. last 12 /28) 

Price Is Right 

sust (12/31 start) 



Winky Dink 

sust 



Fury 

Gen Foods 
alt liorden 



ch 



Truth or 
Consequences 

sust 
(12/31 start) 



Strike It Rich 

Colgate 



Truth or 
Consequences 

sust 
(12/31 start) 



Strike It Rich 

Colgate 



Truth or 
Consequences 

sust 
(12/31 start) 



Texas Rangers 
On Mills 
alt 

Sweets Co 



Cowboy Theatre 

Sweets Co 



rod 



Tic Tac Dough 

sust 



Valiant Lady 

Tonl alt Tic Tac Dough 

pestle (1/10 start) Kraft (1/3 start) 



Love of Life 

Amer Home Prod 



Valiant Lady 

Gen Mills 

Love of Life 

Amer Home Prod 



Tic Tac Dough 

sust 



■It Could Be You 

sust 

Brown & Wmson 
alt sust 



Search for 
Tomorrow 

r&a 

Cuiding Light 

P&G 



It Could Be You 

Gen Foods alt 
sust 



Welch. Brlllo 



Search For 
Tomorrow 

P&G 

Cuiding Light 

P&G 



Mentholatum 



It Could Be You 

sust 



Big Too 

National Dairy 
(last 1/12) 



Big Top 



Mr. Wizard 

sust 



ISrlllo. Pliarmaco 



Be 



No net service 



i No net service 



News 
(1-1:10) sust 

Stand Up & Be 
Counted 

sust 



As the World 
Turns 

sust 



No net service 



No net service 



News 

(1-1:10) sust 

Stand Up & Be 
Counted 

-suet 

As the World 
Turns 

P&G 



No net service 



No net service 



Lone Ranger 
Gen Mills 
alt Nestle- 



No net service 



No net service 

(1-2:30) 



Blue-Crey 
Football 

Gillette 
i 12/29 only. 
1:15-1:45) 



oks 
ust 

II 



.No net service 



Tenn Ernie 

P&G 



Our Miss Brooks 

sust 



Swift alt 
Brown & Wmson 



Nestle alt sust 
(1/10 start) 

Art Linkletter 

Kellogg 



No net service 



Tenn Ernie 
P&G 



Our Miss Brooks 

sust 

Johnson & Jolinson 
alt sust 
(1/11 start) 



Art Linkletter 

Lever Bros 



No net service 



Tenn Ernie 

P&G 



Pillsbury 



Miles 



Swift 



Stand Brands 



Eye on NY. 

sust 

Hockey 

Carllng Brewing 
(2-5. 1/5 start) 

Aluminum Bowl 
Football 

(12/22 mily. 
2-5) 



Basketball 

12:30-4:30) 
Carter Prod 
Bristol-Myers 
Brown & Wmson 

Shrine Football 

Chrysler 
(12/29 only, 
4:15 7:30) 



1 



Matinee 
(3-4) 
partie 



: r-^ 



- 



Matinee 



Afternoon Film 
Festival 

(3-4:30) 
partie 



Afternoon Film 
Festival 



Big Payoff 

Colgate 
(1/3 start) 



Bob Crosby 
Tonl alt Swift 



Matinee 
(3-4) 
partie 



Matinee 



Afternoon Film 
Festival 

(3-4:30) 
partie 



Afternoon Film 
Festival 



P&G 



Big Payoff 

Colgate 



Bob Crosby 

SOS alt Swift 

Gen Mills 



Matinee 

(3-4) 
partie 



Matinee 



Cator Bowl 
Football 

(12/29 only. 

2-5) 
Carter. K J. 
Reynold s 



Basketball 



Queen for a Day 
Borden 



> ! Tl 

K rod 



I ht 



Mermen 
Corn Prod 



P&G 



Afternoon Film 
Festival 



Brighter Day 

P&G 

Secret Storm 

Amer Home Prod 



Queen for a Day 

Heddi -Wlp alt 
G Fds (last 12/27) 
SunKlst (1/10 sts) 

Miles 



Afternoon Film 
Festival 



Brighter Day 

P&G 

Secret Storm 
Amer ITomo Prod 



Queen for a Day 
Borden 

Dow, Corn Prod 



Basketball 



Modern Romances 
Sterling Drug 



No net service 



Edge of Night 
P&C. 



P&G 



Modern Romances 
Kraft 
(1/3 start) 



No net service 



Edge of Night 

P&G 



P&C. 



Basketball 



Modern Romance 
Sterling Drug 



Comedy Time 

sust 



Mickey Mouse 
Club 

co-op 

Pillsbury alt 
A m Par 

Bristol-Myers 



Bristol-Myers 



Comedy Time 
Kraft 
(1/3 start) 
Welch alt sust 



Mickey Mouse 
Club 

co-op 

sust 



Gen Mills 



Comedy Time 
sust 

l*harmaco alt 
sust 



Gen Mills 



p.m.. Monday-Friday, participating sponsorship; Sunday 
iVeivs Special, CBS, Sunday, 11-11:15 p.m., sponsored by 
Pharmaceuticals Inc. 

AH times are Eastern Standard. Participating sponsors 
are not listed because in many cases they fluctuate. 

Sponsors, co-sponsors and alternate-week sponsors are 
shown along with the names of programs. This is a change 



from the prc\ ions Comparagraph I printed in yellow and 
black) which included costs, name of agency, place of 
origination. This data now appears as part of an alpha- 
betical listing of all network tv programs starting next page. 

The word "last" in the Comparagraph program boxes 
with a date beside it indicates that it is the last time a 
sponsor or the program will be seen in that time period. 



4. ALPHABETICAL PROGRAM INDEX 



Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM TELEPULSE 


COST 


NET 


TYPE 


TIME. ORIG. 


SPONSORS AND AGENCIES 


Sieve Mien Show 


21.1 


S 63,000 


NBC 


Var (L) 


Su 8-9pm, NY 


Brown & Williamson, Bates; Jergens, Orr; 


Polariod (last 














12 9), DDB; U. S. Time (113 only), Peck 






Amateur Hour 


7.6 


23,000 


ABC 


Var (L) 


Su 7:30-8:30pm.NY 


Pharmaceuticals, Kletter 






Kay Anthony ;*how 


7.3 


17,000 


ABC 


Music (L) 


F 10-11 pm 


Plymouth, Grant 






Red Barber's Corner 


15.6 


3,000 


NBC 


Sport (L) 


F 10:45-1 Ipm, NY 


State Farm Ins, NLB 






Beat the ( lock 


12.9 


18,000 


CBS 


Quiz (L) 


Sa 7-7:30pm, NY 


Hazel Bishop, Spector 






Jack Benny 


— 


65,000 


CBS 


Comedy (F) 


alt Su 7:30-8pm 


Amer Tobacco, BBDO 






Big Story- 


21.7 


33,000 


NBC 


Drama (L&F) 


F 9:30-IOpm, NYt 


Amer Tobacco, SSCB; Vicks, BBDO 






Big Surprise 


15.9 


33,000 


NBC 


Quiz (L) 


Tu 8-8:30pm, NY 


Purex, W&G; Speidel, NCK 






Blondie i 1 t -tail) 




37,500 


NBC 


Sit Com (F) 


F 8-8:30pm 


Toni, North 






Bold Journey 


6.6 


8,000 


ABC 


Adv (F) 


M 7:30-8pm 


Ralston Purina, GBB 






lim Bowie 


14.8 


32,000 


ABC 


Adv (F) 


F 8-8:30pm 


Amer Chicle, Bates; Chesebrough-Ponds, Mc-E 




v. it 1.1 T) 1 

* Break the Bank 


14.7 


31,000 


NBC 


Quiz (L) 


Tu 10:30-1 Ipm, NY 


Lanolin Plus, Seeds 






Broken Arrow 


16.8 


31,000 


ABC 


Adv (F) 


Tu 9-9:30pm 


Gen Elect, Y&R; Miles, Wade 






The Brothers 




39,000 


CBS 


Sit Com (F) 


Tu 8:30-9pm 


P&G, Burnett; Shaeffer, Seeds 






Buccaneer;- 


14.7 


24,000 


CBS 


Adv (F) 


Sa 7:30-8pm 


Sylvania, JWT 






TI. ~ \ lien 

liurns & Alien 


19.0 


33,000 


CBS 


Si* Prim 1 Fl 

■jit wo m \ i J 


M 8-8:30pm 


Carnation, Wasey; Gen Mills, BBDO 






Caesar s I j our 


26.4 


1 14,000 


NBC 


Var (L) 


Sa 9-IOpm, NYt 


Babbitt, DFS; Knomark, Mogul; Quaker Oats, NLB: Wesson 










Oil, Fitzgerald; Carter Prod (12 29, 1 2 only), SSCB 


( .an Do l la-t l- a ' 


— 


23,000 


NBC 


Quiz (L) 


M 9-9:30, NYt 


Revlon, La Roche 






Cavalcade of Sports 


17.7 


35,000 


NBC 


Sport (L) 


F lOpm-concI, Var 


Gillette, Maxon 






Cheyenne 


— 


90,000 


ABC 


Adv (F) 


alt Tu 7:30-8:30pm 


Gen Elect, Y&R, BBDO & Grey 






Circle Theatre 


20.8 


40,000 


NBC 


Drama (L) 


alt Tu 9:30-10:30 
pm, NY 


Armstrong Cork, BBDO 






(.ireus Isoy 


12.8 


34,000 


NBC 


Adv (F) 


Su 7:30-8pm 


Reynolds Alum, Clinton E. Frank, Buchanan 






(climax 


29.2 


55,000 


CBS 


Drama (L) 


Th 8:30-9:30pm, HY 


Chrysler, Mc-E 






* Perry Co mo 


29.4 


108,000 


NBC 


Var (L) 


Sa 8-9pm, NY 


Gold Seal, North; Kleenex, FCB; Noxzema 


SSCB; RCA, 














K&E; S&H Stamps, SSCB; Sunbeam, Perrir 


-Paus 




Conflict 


— 


90,000 


ABC 


Drama (F) 


alt Tu 7:30-8:30pm 


Chesebrough-Ponds, JWT & Mc-E 






Crossroads 


12.4 


31,000 


ABC 


Drama (F) 


F 8:30-9pm 


Chevrolet, Camp-Ewald 






( ru-ador 1 last I- In) 


20.9 


33,000 


CBS 


Adv (F) 


F 9-9:30pm 


Colgate, L&N; R. J. Reynolds, Esty 






Boh Cunimings Show 


19.9 


36,000 


CBS 


Sit Com (F) 


Th 8-8:30pm 


Colgate, Brown; R. J. Reynolds, Esty 






John Daly News 


5.1 


6,000ft 


ABC 


News (L) 


M-F 7:15-7:30 NY 


General Cigar, Y&R 






December Bride 


23.5 


28,000 


CBS 


Sit Com (F) 


M 9:30-IOpm 


Gen Foods, B&B 






Disneyland 


24.4 


75,000 


ABC 


Misc (F) 


W 7:30-8:30 pm 


Amer. Motors, BFSD & Geyer; Amer Dairy, 


Camp 


■ Mithun; 














Derby, Mc-E 






Do You Tru»t N\ ife 


20.2 


35,000 


CBS 


Quiz (F) 


Tu 10:30-1 1 pm 


Frigidaire (last 12,25), Kudner; L&M (wkly start 1, 




Dragnet 


25.1 


37,000 


NBC 


Mys (F) 


Th 8:30-9pm 


L&M, Mc-E; Schick, W&L 






DuPont Theatre 


8.8 


37,000 


ABC 


Drama (F) 


Tu 9:30-IOpm 


DuPont, BBDO 






Wyatt Earp 


20.6 


30,000 


ABC 


Adv (F) 


Tu 8:30-9pm 


Gen Mills, DFS; P&G, Compton 






Dong Edwards News 


8.7 


9,500ft 


CBS 


News (L&F) 


M-F 7:15-7:30 & 


Whitehall, Bates; 2 segs open 
















6:45-7pm, NY 








Father Knows Best 


20.6 


38,000 


NBC 


Sit Com (F) 


W 8:30-9pm 


Scott Paper, JWT 






Eddie Fisher 


9.2 


20,000 


NBC 


Music (L) 


W&F 7:30-7:45 HY 


Coca Cola, Mc-E; Planters, Goodkind, Joice & 


Morgan 














(ev 4rh show alt W&F) 






Ford Show 


1 7.7 


33,000 


NBC 


Var (L) 


Th 9:30-IOpm, HY 


Ford, JWT 






Ford Theatre 


1 3.2 


36,000 


ABC 


Drama (F) 


W 9:30-1 Opm 


Ford, JWT 






O.K. Theatre 


27.8 


45,000 


CBS 


Drama (L&F) 


Su 9-9:30, HY&NY 


Gen Elect, BBDO 






Giant Step 


7.9 


23,000 


CBS 


Quiz (L) 


W 7:30-8pm, NY 


Gen Mills, BBDO 






Jackie Cleason 


27.7 


102,500 


CBS 


Var (L) 


Sa 8-9pm, NY 


Bulova, Mc-E; P. Lorillard, L&N 






Godfrey'^ Stjiiis 


22.4 


28,000 


CBS 


Var (L) 


M 8:30-9pm, NY 


Lipton, Y&R; Toni, North 






'Arthur Godfrey Time 


20.3 


38,000 


CBS 


Var (L) 


W 8-9pm, NY 


Bristol-Myers, Y&R; Kellogg, Burnett; Pills 


bury, 


Burnett; 


George Gohel 


26.4 


45,000 


NBC 


Comedy (L) 


Sa IO-IO:30pm,HYt 


Armour, FCB; Pet Milk, Gardener 






Gunsnioke 


21 .8 


38,000 


CBS 


Adv (F) 


Sa I0-I0:30pmt 


L&M, Mc-E; Sperry Rand ( Iwk in 4), Y&R 






lley Jeannie 


13.9 


41,000 


CBS 


Sit Com (F) 


Sa 9:30-IOpmt 


P&G, Compton 






Hitchcock Presents 


27.2 


34,000 


CBS 


Mys (F) 


Su 9:30-IOpm 


Bristol-Myers, Y&R 






Hiram IloJIiday 


9.3 


42,000 


NBC 


Adv (F) 


W 8-8:30pm 


Gen Foods, Y&R 






Robin Hood 


20.1 


28,000 


CBS 


Adv (F) 


M 7:30-8 pm 


Johnson & Johnson, Y&R; Wildroot, BBDO 






I Love Liny 


29.6 


45,000 


CBS 


Sit Com (F) 


M 9-9:30pm 


Gen Foods, Y&R; P&G, Grey 






I've Got a Secret 


24.0 


24,000 


CBS 


Quiz (L) 


W 9:30-IOpm 


R. J. Reynolds, Esty 






Kaiser Alum. Hour 


— 


58,000 


NBC 


Drama (L) 


alt Tu 9:30-10:30 


Kaiser Alum, Y&R 
















pm, NY & HY 








*Krafl Tv Theatre 


22.9 


34,000 


NBC 


Drama (L) 


W 9-IOpm, NY 


Kraft, JWT 






Kukla, Fran & OIlie 


6.5 




ABC 


Juv (L) 


M-F 7-7:l5pm, Chi 


Gordon Bkng, Ayer; & co-op 








21.8 


34,000 


CBS 


Adv (L) 


Su 7-7:30pm 


Campbell Soup, BBDO 






Life of Kiley 


23.9 


32,000 


NBC 


Sit Com (F) 


F 8-8:30pm 


Gulf Oil. Y&R 






Line-Dp 


22.8 


j 1 ,uuu 


CBS 




F ID ID-^Dnm 


Brown & Wm'son, Bates; P&G, Y&R 






Lone Hanger 


15.4 


24,000 


ABC 


Adv (F) 


Th 7:30-8pm 


Gen Mills, DFS; Swift, Mc-E 






* Lux \ ideo Theatre 


19.2 


43,000 


NBC 


Drama (L) 


Th 10-1 Ipm, HY 


Lever Bros, JWT 






Meet the Press 


9.1 


7,500 


NBC 


Int ID 

i m \ i_; 


Su 6-6-30om NY 


Johns Manville, JWT; Pan Am (12 30 last), 


JWT 




Millionaire 


20.8 


32,000 


CBS 


Drama (F) 


W 9-9:30pm 


Colgate, Bates 






* Robert Montgomery 


27.0 


52,000 


NBC 


Drama (L) 


M 9:30-10:30, NY 


S. C. Johnson, NLB; Schick. W&L 






Mi. \daiu- & Lu- 




41,000 


CBS 


Sit Com (F) 


F 9-9:30pm 


Colgate, L&N; R. J. Reynolds, Esty 






ll 1 -tart ) 
M v Friend I- licka 


13.6 


37,000 


CBS 


Adv (F) 


F 7:30-8 


Colgate, L&N 






Virile thai Tune 


17.1 


23,000 


CBS 


Quiz (L) 


Tu 7:30-8pm, NY 


Kellogg, Burnett; Whitehall, Bates 







•Color bliow, ( 1. ) Live, (F) Film, t;i weeks in t, tKost is per segment. List does not include sustaining, participating or co-op programs — sec chart. Costs 
refer lo iivcriiitc show costs including talent and production. They an- gross (include 1!)% agency commission). They do not include commercials or time charges. 
1 in 1 Thi' 1^1 rovers period of 22 He. ihru 1m ,l;m. felepul.se ratings cover period 7 1 :i Nov. Figures represent average luting per show for the week. 



PROGRAM TELEPULSE 


COST 


N ET 


TYPE 


TIME, ORIG 


SPONSORS AND AGENCIES 


Natl Bowling Champs 


8.8 


12,000 


NBC 


Sport (L) 


Su 10:30-1 Ipm.Chi 


White Owl, Y&R 


Navy Log 


13.8 




ABC 


Drama (Fl 


\AJ Q •7ft O nm 


Amer looacco, jj^d; u.o. rvuDDer, P. u. Kicharcis 


NBC News 


10.9 




NBC 


(News ( LJ 


kA C 7. AC Qnm KIY 

M - r /:*rD-Opm, IN I 

a Wash 


warter [it. zo 1 a st J , jjL&d; Miles, Wade; operry-Kand, 
1 6K; oTudebaicer-racicard, d&d; lime-Lite, T&K; 1 seg 


*Noah's Ark 


17.3 




NBC 


LTdma ^ r ) 


lu o:JU-Vpm 


Mav CarUr DDft. 1 Z kA kAr P 

Max pactor, uud, l&ivi, mc-c 


Nothing But The Truth 


— 


22,000 


CBS 


OlMT ( 1 1 


T.. O O-Oftrsm MY 

I u v-t. jupm, in T 


Pharmaceuticals, Kletter 


Omnibus 


8.4 


80 000 


ABC 


M!<r MAPI 


Qi« O lft.3ftr-.m MY 

OU V-IUIjUpm, INT 


Aluminum, J WT ; Union Oarbtde & Carbon, J. M*. rvlathesj 


On Trial 


18.9 


J O / v v v 


N BC 


Drama f PI 


r t-v . jupm ! 


P^mnkoll C . r, RRDO> 1 ouor Rrne RRDO 
V^dmpDKll jOU p, D DUv , Lever DlOS , DDU W 


Ozark Jubilee 


5.9 


1 8,000 


ABC 


» ar ( l; 


C, in 1 1 nm 

ja i u- 1 i pm , 


Amor f^hi^lr Rafoe fait wit Ift 1 ft • ~K fl \ • t-r\ nn 10*^0 1 1 

a\ mci v^nicie, Daie> ^ a i t wks iu-iu.ju^, co-op iu,ju-i i 


Ozzie & Harriet 


16.2 


"\f> OOO 


ABC 


fnm (Fl 
jit worn \ n / 


\AJ O Q.Oft-,-— 

w 7-v.jupm 


tastman rsodaic, jwi 


People Are Funny 


16.3 


?d OOO 


NBC 


Mi<r fFl 
ivi isc ( r| 


C, 7 .Oft Q 

oa /.JU-upm 


r\. J. Reynolds, tsty; loni, North 


People's Choice 


18.9 


34,000 


NBC 


Sit Com (F) 


Th 9-9:30pm 


Borden, Y&R; P&G, Y&R 


Person to Person 


21.2 




CBS 


ln + f M 


P 1 ft-^ft 1 1 nm MY 

r IU.jU*I 1 pm, INI 


A mao Oil 1 1/ ,1,. LJ , _ _ , _ ^ k i ;xl , , « . Tlmrt llfa Y SL P 

Amer vyil, J. isatz; namm, ^amp-Mithun; lime-Lite, Tom 


Playhouse 90 


25.8 


117 OOO 

1 1 / /WWW 


CBS 


Drama f 1 X. PI 

urama ^ La r / 


TL O-Oft 1 1 nm UI Y 

In V: JU- 1 1 pm , ri T 


Amer toas (1 IU start } , L&N; bnstol- Myers, ddUU; rhilip 
Morns (1 J start) Burnett; Konson, N^K.; oinger, T&K 


Press Conference 


3.8 


A 500 


ABC 


inr (L.; 


o:jU-Vpm, wash 


/~> _ . _ D j /-« i Mill**.. 

^>orn rrod, L. Miller 


Private Secretary 


21.0 


4 f. OOO 


CBS 


Sit Com (Fl 


_ 1 i C,, 7. "JO Q .- . -, 

alt ou /.JU-opm 


A m a v t«u rrdo 
Amer i od, dduvj 


Kin Tin Tin 


16.3 


09 OOO 


ABC 




C 7 . O ft O . 

r /:jU-opm 


N a DISCO, Nat 


r> t> 

noy nogers 


10.3 


12 000 

J ^1 \J w w 


N BC 


Adv (F) 


C ,, A .Oft 7 

ju o.jU-/pm 


C AA J t RS.R 
Den pooas, dad 


77th Bengal Lancers 


9.6 


41 OOO 

H 1 /www 


N BC 


Arlv fFl 


C. . 7 "7 . *> A ■ -i ■ 

ou /-/:jUpm 


(2.- c _ _ j . YK.P 

Den pooas, Tot\ 


Phil bilvers bnow 


30.1 


49 OOO 

HX ( . w w w 


CBS 


<iit Com f Fl 


■ Q O . O ft nM 

lu 0-o.iUpm 


Amana, Maury, Lee, Marshall; R. J. Reynolds, Esty 


Sir Lancelot 


— 


94 OOO 


N BC 




kA Q Q .0 ft 

M o-o:JUpmT 


Amer nome rrod, Dates, Lever oros, jjv^d 


Sgt. Preston 


14.3 


19 OOO 


CBS 


Adv (F) 


TL 7. Oft o-- 
ih / loU-tspm 


yudnsr vyais, vv d i 


* Dinah Shore 


10.3 




N BC 


Mncir f 1 1 
IVI USIC ^ L. ] 


TL 7.00 7. AC UIY 

1 h / : S\j- / :4b, ri T 


Chevrolet, Camp-Ewald 


S6 1,000 Challenge 


24.3 


19 OOO 


CBS 


Ou'n fl 1 


c. io in.0ft nM kiy 
ou lU-IUljUpm, NT 


P 1 nrillarrl Y % R • Powlnn 1 aPn/>rio 

r. Loniiara, i a f\ , i\evion, i_ai\ocne 


S6 1,000 Question 


32.5 


19 OOO 
J X/U W 


CBS 


Ou'n fl \ 


T.. Ift Ift.Oftnm MY 

1 u 1 U- 1 U:JUpm ( N T 


Poulnn RRDO 

i\evi on , d d uv 


Red Skelton 


23.8 


4A OOO 

HO/WWW 


CBS 


i^ft m aHw 1 1 Jt, C 

uom cay i loi r I 


T.. o.oo in,. M i_j v 
1 u V:jU- I Upm, ri T 


^ C* Inlincnn Pf^ R • Pot Milt (2.^ r Anar 

■j. v_» e jonnson rv>D, rei iviiik, Ddroner 


Stanley 


— 


41 OOO 

H 1 /www 


N BC 


Sit Com fl 1 

J 1 T w W Ml [ LI 


kA Q."5ft Onm MY"i* 

M o:ju-7pm, int i 


A m or 1 An >vf H* Tar i TaT«a m 1 ^ irH 

Amer i uDdcco, jjuD| ioni, lainam-Laira 


Gale Storm Show 


1 4.6 


10 500 

J7 ( J WU 


rnc 

LD J 


on v^om \ > } 


ja V-V:jUpm 


Kl nrim R L-J aii f 1 An 

iNesn", d. nousion 


Studio One 


19.1 


4 c OOO 
*4 J / w w w 


C BS 


DrA mx f I \ 
U id ma \ i- f 


U I A 1 1 k 1 V 

M I U- 1 1 pm, IN T 


\A/ actinnn/Mico _ P 

vv c5iinynou5t?, ivi c - r_ 


Ld Sullivan Miow 


39.7 


AO OOO 


CBS 


Var fll 


c ( , q o__ MY 
Jll 0-7 pm , IN T 


1 inmln.Momiru iC JC P 

^ i ii u i n - ivi trrcury, rv ol c 


Sunday News Special 


5.9 


O 500 

7 / 3 w w 


CBS 


Npw< fl \ 


c. , ii 1 1 . i c -s _ MY 

ou 1 l-l I ; 1 3pm, IN T 


Pn a rm a i- 0 1 1 ■fi r a 1 c K o^iar 

rndi m dv^uiivdii, f\ i tr 1 1 y r 


Telephone Time 


— 


1 1 OOO 


CBS 


Drama f P 1 
UI a m a \ ' / 


C,, L L .Oft 


Roll A w o r 

Deli, ^yer 


This Is Your Life 


22.9 


59 OOO 


N BC 


1 1 /-v /~ 1 1 m ill 

UUvU 111 1 L 1 


\JJ Ift Ift-Oftr^m UY 

w lu-iu.jupm, n I 


per RJIR 
rab, uaD 


Danny Thomas 


11.2 


11 OOO 


ABC 


Sit r<im fFl 
j 1 1 m i r i 


kA Q Q 'Oft r-.m 

M o-o.jupm 


nrmour, ruD, MmDeriy-v^iarK, rv^D 


Treasure Hunt 


13.9 


O 1 OOO 


ABC 


OiiIt f 1 \ 


P OO.^ftnm KIY 

p 7-V:jUpm, NT 


Mog&n David, VVeiss & Seller 


*T\ Playhouse 


20.5 


52,000 


NBC 


Drama (L) 


Su 9-IOpm, NYt 


Alcoa, Fuller, Smith & Ross; Goodyear, Y&R 


2()lh Century Fox 


— 


1 1 It ft ft A 


LD J 


Drama fPl 


- Il \A/ 1 A 1 1 .-, _„ 

alt w I U- 1 1 pm 


Co« Plo/* YJIP 

o en ciec, i & k 


Twenty-One 


1 2.6 


Q O OOO 


N BC 


OlH7 f 1 1 


\A/ 1 ft • 0 ft 1 1 nm KI Y 

w I U:jU- 1 l pm, N T 

kA Q Q.Oft -4- 1 14 

IVI t-t.jU 5T5 I n 


rnarmaceuTicais, rxieiicr 


U.S. Steel Hour 


21 .0 


5ft 000 

J O / w w w 


CBS 


Drama f 1 \ 

\j \ a m a i l i 


^1+ W If) 1 1 nm KIY 

aii vv i u- 1 ipm, in i 


1 1 C C^««l RRDO 

u.o. oteel, dduu 


1 he \ lse 


9.4 


1 O 500 

1 T, J w V 


ABC 


Drama f F \ 


P Q*7ft Iftrtm 

r t . JU - i upm 


oterhng Urug, Uro 


\ oice of r irestone 


7.0 


94 OOO 


ABC 


MUSIC 


kA Q'^ft Onm MY 

M O.jU-Tpm, INT 


Firestone, Sweeney & James 


\\ ednesday r lglits 


1 3.8 


45,000 


ABC 


Qnort fl 1 


VV 1 flnm.rrtnrl Var 
» t iuu m •i«unti| ' di 


Mennen, Mc-E 


Lawrence Welk 


23.6 


1 4,500 


ABC 


Muclr f 1 \ 

rvi u sic ^ i- j 


C, Q 1 H nm HY 

Oa 7- i u pm , n i 


Dodge, Grant 


Yt " II T" T" 

\\ elk J op J unes 


12.7 


16,500 


ABC 


Var fM 

var ^ lj 


M O'lft Ift'^ft MY 

IVI t.jU-IU.jU, INI 


Dodge & Plymouth, Grant 


West Point 


1 7.9 


nnn 


CBS 


Drama f Pi 

ra m a ^ n y 


P ft ft '^ft nm 

r o-o.jU pm 


Den pooas, dad 


\\ hat s My Line 


25.3 




CBS 


OlMT f 1 \ 


1 fl-^n 1 1 nm MY 
OU I U,jU* 1 I pm, IN l 


Helene Curtis, Ludgin; Sperry-Rand, Y&R 


*\\ alter \\ nichell 


20.8 


AO OOO 

OU, v v v 


NBC 


Var fl 1 

var \L) 


P ft'in Q nm MY 

r o.jU-7pm, in i 


r . Lon na ra , i_a in, ioni, iNorin \ i a st snow i l c o j 


Jonathan Winters 


8.0 


1 9 SOO 


N BC 


Com ©d y ( L ) 


l"n 7*^n 7-4Rnm NY 
iu / .ju- / .Tjpm, in i 


1 « r UI awc DPQ. Vli-lr RRDPi 
Lewis-nowe, upo, vicks, dduu 


Wire Service 


8.2 


77 nnn 


ABC 


Drama I C \ 

ura ma \r } 


TL O 1 ft nm 

i h 7- 1 upm 


Miller D re wing, Mathiesson, r\. J. Reynolds, tsty, '/4 sust 


Jane Wyman Show 


26.6 


97 OOO 


N BC 


Dram a f C \ 

ura ma \ r j 


Tit 0 O • 7 ft r\m 

i u 7-7 . ju pm 


P&G, Compton 


Yon Are There 


9.5 


17 OOO 


CBS 


Dram a f C \ 

ura ma ( r ) 


C,, A.O ft 7 nm 

ou o. ju- / pm 


rruaenTiai, ua items a noiden 


You Asked For It 


9.4 


1 A OOO 


ABC 


m isc ( r j 


ou /-/.jupm, n i 


CL! nP , w p aann i p,,li.. CPP 

oKippy reanui DUTier, odd 


You Bet Your Life 


34.4 


1 noo 


N BC 


yu iz ( r J 


TU ft ft.^ftnm 

I h o-o . jupm 


DoQrt + n RRD^*l> T^nl 1 1 'Ift r |ar(l M..lL 

ueooio, dduu, ioni \ i iu siartj, North 


Loretta Young Show 


19.9 


dO OOO 


NBC 


urama \r } 


1 ft 1 ft'"5ftnm 

ju i u- 1 u. jupm 


P ff, R8,R SL f^nmn*nn 

roiD, DfxD a v^ompion 


Your Hit Parade 


25.8 


46,000 


NBC 


Music (L) 


Sa 10:30-1 Ipm, NY 


Amer Tobacco, BBDO; Warner Hudnut, SSC&B 


You're On Your Own 




23,000 


CBS 


Quiz (L) 


Sa 10:30-1 Ipm, NY 


Hazel Bishop, Spector 


Zane Grey Theatre 

i 


16.8 


41,500 


CBS 


Drama (F) 


F 8:30-9pm 


Ford, JWT; Gen Foods, B&B 


Sponsored Daytime Network Programs 7 a.m. -6 p.m. 


PROGRAM 


COST 


NET 


TYPE 


TIME. ORIG. 


SPONSORS AND AGENCIES 


As the World Turns 


6.1 


$ 3,000tf 


CBS 


Serial (L) 


M-F l:30-2pm, NY 


P&G, B&B (T & Th sust) 


Basketball 




20,000tt 


NBC 


Sport (L) 


Sa 2:30-4:30pm, 
var 


Carter, SSCB: Bristol Myers (1 5 start), DCS&S; Brown & 
Wmson (1 5 st), Bates; 1 seg open wkly, 3 segs open alt 


Big Payoff 


7.5 


6,000tt 


CBS 


Quiz (L) 


M-F 3-3:30pm, NY 


Colgate, Houston (T sust) 


Big Top (la>t 1/12) 


10.5 


16,000 


CBS 


Var (L) 


Sa I2n-lpm, Phila 


Natl Dairy, Ayer 


Brighter Day 


5.4 


10,000 wl 


CBS 


Serial (L) 


M-F 4-4:l5pm, NY 


P&G, Y&R 


Capt. Gallant 


9.8 


31,000 


NBC 


Adv (F) 


Su 5:30-6pm 


Heinz, Maxon 


Comedy Time 


6.9 


rerun 


NBC 


Sit Com (F) 


M-F 5-5:30pm 


Kraft (1 3 start), JWT; Pharmco, DCSS; Welch, Rich. K. 
Manoff; 7 segs open & 2 alt segs open 


Cowboy Theatre 


5.6 


2,500ft 


NBC 


Adv (F) 


Sa 12:30-1:30 


Sweets Co, Eisen; 2 segs open; 4 segs open alt wks 


Bob Crosby 


7.2 


3,150ft 


CBS 


Var (L) 


M-F 3:30-4pm, HY 


Best Foods, DFS, Ludgin; Brown & Wmson, Bates; Gen Mills, 
Knox-Reeves; Gerber, D'Arcy; Mentholatum, JWT; P&G, 
Wesson, Fitzgerald; 1 seg 

Compton; SOS, Mc-E; Swift, Mc-E, JWT; Toni, North; 


Ding Dong School 


5.8 


l,600tt 


NBC 


Juv (L) 


M-F 10-10:30, NY 


Campbell Soup, BBDO; Miles, Wade; 8 segs open 


Edge of Night 


5.5 


15,000 wl 


; CBS 


Serial (L) 


M-F 4:30-5pm, NY 


P&G, B&B 



*Col(jr show, (lj) Live, (F) Film, t:j weeks in 4, ttCost is per segment. List does not include sustaining, participating or co op programs — see chart. Costs 
refer to average show costs including talent and production. They are gross (include 159r agency commission). They do not include commercials or time charges 
**1 week in 4. This list covers period of 22 Dec. thru 18 Jan. Telepulse ratings cover period 7 l.'l Nov. Figures represent average rating per show for the week. 



Sponsored Daytime Network Programs 7 a.m. -6 p.m. 



PROGRAM 


TELEPULSE 


COST 


N ET 


TYPE 


TIME. ORIG. 


SPONSORS AND AGENCIES 


Fun' 


8.0 


33,000 


NBC 


Adv (F) 


Sa 1 l-l 1:30am 


Gen Foods, B&B; Borden, Y&R 


\rlhur Godfrey 


9.5 


4,150tt 


CBS 


Var (L) 


M-Th 10:30-11:30 


Amer Home Prod, Y&R; Bristol-Myers, Y&R; Gen Foods, 












am, NY 


Y&R; Kellogg, Burnett; Norwich, B&B; Pillsbury, Burnett; 














Scott Paper, JWT; Simoniz, SSCB; Stand Brands, Bates; 














1 seg open 


Guiding Light 


8.8 


10,000 wk 


CBS 


Serial (L) 


M-F I2:45-Ipm, NY 


P&G, Compton 


* Heckle & Jeckle 


7.0 


6,000 


CBS 


Juv (F) 


Su l-l :30pm 


Sweets Co., Eisen; alt wlcs open 


Hockey U 5 start) 


— 


— 


CBS 


Sport (L) 


Sa 2-5 pm, var 


Carling Brewing, Lang, Fisher & Stashower 


Howdy Doody 


7.9 


24,000 


NBC 


Juv (L) 


Sa I0-I0:30am, NY 


Cont Baking, Bates; Sweets Co, Eisen; '/2 open alt wks 


It Could Re Yon 


3.7 


3,0C0't 


NBC 


Quiz (L) 


M-F I2:30-Ipm, HY 


Amer Home Prod, Geyer; Brillo, JWT; Brown & Wm'son, 














Seeds; Alberto Culver, Wade; Gen Foods, FCB; Lehn 














& Fink, Mc-E; Welch, Rich K. Manoff; 4 segs open 


Art I inkletter 


8.9 


4,C00tf 


CBS 


Var (L) 


M-F 2:30-3pm, HY 


Campbell Soup, Burnett; Kellogg, Burnett; Lever Bros, 














BBDO; Pillsbury, Burnett; Simoniz, Tat-Laird; Stand 














Brands, JWT; Swift, Mc-E 


l.ove of Life 


8.5 


10,000 wk 


CBS 


Serial (L) 


M-F 12:15-30, NY 


Amer Home Prod, Bates 


Lone Ranger 


9.8 


18,000 


CBS 


Adv (F) 


Sa l-l :30pm 


Gen Mills, DFS; Nestle, Mc-E 


Medical Horizon? 


5.2 


22,000 


ABC 


Documn (L) 


Su 4:30-5pm, Var 


Ciba, JWT 


Mickey Mouse Club 


17.0 


5,040 to 


ABC 


Juv (F) 


M-F 5-6pm 


Amer-Paramount, Buchanan; Armour, Tat-Laird; Bristol- 






6,300tf 








Myers, DCSS Carnation, Wasey; Coca Cola, McE; Gen 














Mills, Knox Reeves; Mattel, Carson Roberts, Miles, Wade; 














Minn Mining, BBDO; Pillsbury, Burnett; SOS, McE; 5 segs 














co-op; 3 segs open 


Mighty Mouse 


12.8 


20,000 


CBS 


Juv (F) 


Sa 10:30-1 lam 


Gen Foods, B&B; Colgate, Bates 


Modern Romances 


7.9 


2,700tt 


NBC 


Serial (L) 


M-F 4:45-5pm, NY 


Alberto Culver, Wade; Kraft (I 3 start), JWT; Sterling, 














DFS; Sweets Co, Eisen; 1 seg open 


Carry Moore 


8.2 


3,600m 


CBS 


Var (L) 


M-Th I0-I0:30am 


Best Foods, DFS, Ludgin; Campbell, Burnett; CBS-Hytron 












F 10-1 1:30am, NY 


(last 1 4), Bennett & Northrop; Gen Motors, Campbell- 














Ewald; Johnson & Johnson (l II start), Y&R; Lever Bros, 














JWT; Nestle (1 10 start), Mc-E; SOS, Mc-E; Staley, 














R&R; Swift, JWT, Mc-E; Toni, North; Yardley, Ayer; 1 














seg & 4 alt segs open 


Our Miss Brooks 


6.6 


rerun 


CBS 


Sit Com (F) 


M-F 2-2:30pm 


Best Foods, DFS; Gerber, D'Arcy; Johnson & Johnson ( 1/ 1 1 














start), Y&R; Nestle (l 10 start), Mc-E; 5 segs open & 5 














alt segs open 


Pro Football 


— 


2 million 


CBS 


Sport 


Su 2-4:30pm 


reg sponsors 


Hast 12/23) 




package 










Queen for a Day 


10.2 


3,000tt 


NBC 


Misc (L) 


M-F 4-4:45pm, HY 


Amer Home Prod, Geyer; Borden, Y&R; Brown & Wm'son, 












Seeds; Chicken of Sea, Wasey; Corn Prod, C. L. Miller; 














Dow, McM-J&A; Gen Foods (last 12 27), FCB; Lehn & 














Fink, Mc-E; Mennen, Mc-E; Miles, Wade; P&G, Comp- 














ton; Reddi-Wip, R&R; Sandura, Hicks & Griest; Stand 














Brands (I 15 start), Bates; Sunkist, FCB; Toni, North 


Search for Tomorrow 


8.6 


10,000 wk 


CBS 


Serial (Lj 


M-F 12:30-45, NY 


P&G, Burnett 


Secret Storm 


5.2 


9,500 wk 


CBS 


Serial |L) 


M-F 4:15-4:30, NY 


Amer Home Prod, Bates 


see It Now (1/6) 


— 


125,000 


CBS 


Docum (F) 


Su 5:00-6:00pm 


Pan Am, JWT 


Strike It Rich 


8.2 


15,000 wk 


CBS 


Misc (L) 


M-F 1 I:30-I2n, NY 


Colgate, Bates 


Texas Rangers 


10.4 


18,000 


CBS 


Adv (L) 


Sa Il:30-I2r, 


Gen Mills, Tat-Laird; Sweets Co, Eisen 


Tenn Ernie Ford 


5.3 


3,500tt 


NBC 


Var (L) 


M-F 2:30-3pm, HY 


Brown & Wm'son, Seeds; Miles, Wade; Minute Maid, Bates; 














P&G, B&B; Stand Brands, Bates; Swift, Mc-E 


Tic Tac Dough 


3.9 


2,500tt 


NBC 


Quiz (L) 


M-F I2n- 12 :30, NY 


Kraft ( 1 3 start), JWT; Mentholatum, JWT; Sweets Co, 












C!r..n« Tar! / 1 /7 1 k| A .lL, L r r 9 *5 ill rnnr Anna. 

tis'jn; loni |i// start], fNorth; o segs & l alt segs open 


\ aliant Lady 


7.5 


10,000 wk 


CBS 


Serial (Lj 


M-F I2n-I2:l5, NY 


Gen Mills, DFS; Nestle (l 10 start), Mc-E; Stand Brands, 














JWT; Toni, North; Wesson, Fitzgerald 


Wild Bill llickok 


7.4 


27,000 


CBS 


Adv (F) 


Su I2:30-Ipm 


Kellogg, Burnett 


*Zoo Parade 


7.1 


12,500 


NBC 


Misc (F) 


Su 3:30-4pm 


Mutual of Omaha, Bozell & Jacobs; alt wks open 



Specials and Spectaculars Scheduled for 22 Dec- 18 Jan. 



PROGRAM 


COST 


N ET 


TYPE 


TIME. ORIG. 


SPONSORS AND AGENCIES 


* Chevy Show 




$145,000 


NBC 


Var (L) 


Su 9-10, HY** 


Chevrolet, Camp-Ewald— 1 2 28, 1 13 










& Fri 9-10. HY** 




Cotton Bowl Game 




once only 


NBC 


Sport (L) 


Tu l:45pm-concl 


Bristol-Myers, DCS&S; Carter. SSC&B— 1 '1 


Cator Bowl Came 




once only 


CBS 


Sport (L) 


Sa 2-5pm 


Carter, SSC&B, R. J. Reynolds, Esty— 12 29 


Orange Bowl Came 




once only 


CBS 


Sport (L) 


Tu 2pm-concl 


Buick, Kudner — 1, 1 


* Producers' Showcase 




320,000 


NBC 


Drama- (L) 


M 8-9:30, NY** 


RCA, K&E; Whirlpool, K&E— 1 7 










Music 






Rose Bowl Game 




once only 


NBC 


Sport (L) 


Tu 4:45pm-concl 


Gillette, Maxon — 1, 1 


Rose Parade 


35.3 


once only 


CBS 


Misc (L) 


Tu 1 1 :45am- 1 :45pm 


Quaker Oats, Lynn Baker — 1 1 


*Rose Parade 




once only 


NBC 


Misc (L) 


Tu 1 1 :45am- 1 :45pm 


Minute Maid, Bates; Florists Tel Del Assn, Grant — l/l 


"sal Spectacular 




250,000 


NBC 


Drama- (L) 


Sa 9-10:30, NY** 


RCA, K&E; Whirlpool, K&E; Oldsmobile, Brother— 12 22 


Showci of Stars 




140,000 


CBS 


Music 
Var (L) 


Th 8:30-9:30, HY 


Chrysler, Mc-E— 1/ 10 


* \\ ashington S.j. 




125,000 


NBC 


Var (L) 


alt Su 4-5. NY 


Helene Curtis, Ludgin — skips 12 30 


W ide W ide World 


14.6 


195,000 


NBC 


Misc (L) 


alt Sun 4-5:30, NY 


Gen Motors, Brother & Camp-Ewald 



•Color nhow, (L) Live, (F) Film, t3 wicks in 1. ttt'ost is per segment. List docs not include sustaining, participating or co op programs — sea chart. % Costs 
refer to average hIiow costs including talent and production. They are gross (include 15 r A agency commission). They do not include commercials or time charges. 
I week in I Tins list covers period of 22 1>pc lliru 1m Jan. Telepnlse rulings cover period 7 1:1 Nov. Figures represent average rating per show for tho week. 





OMAHA . . . A Gourmet's source of supply. ..a rich 

market in which to sell your products! 

No matter where you slice it. ..in the "21 Club" in New York, in 
"Galatoire's" in New Orleans or "The Blue Fox" in San Francisco — 
you can bet that wonderful steak came from Omaha. Nothing else 
matches the quality and flavor of beef corn-fed on the rich farm lands of 
Nebraska and Iowa. 

Yessir, once you taste Omaha steaks, you'll understand why we've 
earned the title — "the Steak Capital of the World"! 

the experts pick Omaha Beef for the Best Eating... 
and Omaha's WOW-TV for the Best Selling! 

You'll find WOW-TV the advertiser's "Prime Choice" in the 
rich Omaha Market with 12 of the top 15 shows in the latest Pulse 
and 1 1 of the top 15 in ARB. For the broadcast week as a whole, 
Pulse gives the leadership again to WOW-TV in 183 quarter hours, 
against 91 for the second station. ARB, too, puts WOW-TV way 
out in front — 290 quarter hours to 164! 

OW-TV fi 

FRANK P. FOGARTY, Vice President and General Manager 
FRED EBENER, Commercial Manager 




IN OMAHA it's WOW and WOW-TV 

IN SYRACUSE it's WHEN and WHEN-TV 

IN PHOENIX it's KPHO and KPHO-TV 

IN KANSAS CITY it's KCMO and KCMO-TV 



represented by BLAIR-TV, Inc. 
represented by The KATZ Agency 
represented by The KATZ Agency 
represented by The KATZ Agency 



Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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5. SPOT TELEVISION BASICS 



y^Vs part of j-I'o.nsok's regular monthl) report on basic 
spot tv data, (his month's section provides two break- 
downs of spot tv spending and one breakdown of viewing 
habits on a time zone basis. The two charts on this page 
are from T\ 1> s regular quarterh reports on gross time 
spending and eo\cr the third quarter of this year. The 
figures are compiled In \. C. Rorabaugh Co. The chart 
at right is a breakdown of spending by the nine I. S. 
census regions. The chart below is a double breakdown 
of sptil spending b) both time of da\ and type of buy. 
Each of the four t\ pes of buys is broken down by three 
day-parts and each dav-part is. in turn, broken down by 
t\pe of bin. "The chart on the next page is a breakdown 
of sels-iu-use. audience composition and view ers-per-set 
for I . S. tv audiences by three time zones. The time 
zone breakdown is of particular interest to spot clients, 
who cannot get usable material from national rating 
figures. March figures provide a close-to-average picture, 
somewhat in between the peaks and \ alle\s of wintertime 
and summertime tv viewing among I . S. tv homes. 



Expenditures by U. S. Regions 

3rd Quarter 1956 



t\ CVjl U IN 


DOLLARS 
(add 000) 


DC or CkIT 
r C KV. C IN 1 


Xew England 


$ 5,237 


6.21 


Middle Atlantic 


22,254 


26.5 


East North Central 


17,212 


20.5 


West \oi th Central 


5,462 


6.5 


South Atlantic 


9,848 


11.7 


East South Central 


3,099 


3.7 


West South Central 


6,373 


7.6 


Mountain 


2,051 


2.5 


I'acifie 


12,327 


1 1.8 


TOTAL 


$83,863 


100.0% 



ii ill j i n 



Expenditures by time of day/type of buy, 3rd quarter 1956 





ANNOUNCEMENTS 


ID'S 




PARTICIPATIONS 


SHOWS 


TOTAL 


DAY 
PART 


$ (000) 

• 0 of day- 
part for 
anncf s. 


% of annct. 
buys for 
day-part 


$ (000) 

9o of day- 
part for 
ID's 


°o of ID 
buys for 
day-part 


$ (000) 

°o of day- 
part for 

partic 


% of partic. 
buys for 
day-part 


$ (000) 

°o of day- 
part for 
shows 


°o of show 
buys for 
day-part 


$ (000) 

Total day- 
part buys 


% of all 
spot buys 
for day-part 


Day 


$ 9,752 
37.9°o 


26.3% 


$ 1,869 

7.3% 


18.4% 


$ 9,771 
38.0% 


54.4% 


$ 4,341 
16.8% 


23.3% 


$25,733 
100.0% 


30.7% 


Night 


25,328 
51.3°o 


68.2 


7,884 
16.0% 


77.7 


4,012 
8.1% 


22.3 


12,136 
24.6% 


65.1 


49,360 
100.0% 


58.9 


Late Night 


2,042 


5.5 


397 


3.9 


4.180 


23.3 


2,151 


1 1.6 


8,770 


10.4 




23.3% 




4.5% 

1 




47.7% 




24.5% 




100.0% 




TOTAL 


$37,122 


100.0 


$10,150 100.0 


$17,963 


100.0 


$18,628 


100.0 


$83,863 


100.0 




44.3°o 




12.1 % 




21.4% 




22.2% 




100 0% 




NOTE. I- 


111 ' |H-I< i-llhu't 


lUurcs .ill' \ C 


n- red pern nl nut 


llk'iin ■ .ii].] 


ll|) u> lllll', 


u lien i i-.i I iu'1 


lllp chart . the 


llliirU PlUl'l'lltilKf* 


fluuri'S atltl up 


10 100', 



■ lit ii ri'ii'l In i hurt I '>r <-\uhi[»li-. I he pcrrendinr 11 fit res Tor diiyt Imc an mnirueinrnts slum hi he rem I as follows \W*\ ".\7 !f"V of all day t Into spot tv buys 

.'■r iirifi-'Mii" in-ill Uhiik . <rf nil M'"' ,v unimunmni'iii buys wrrr during the dir.v I'eicriitune Jltniro.s In hulltini lino repri'M-nt breakdown of nil sin-t 

\>\ ) M" 1 I l"i \ i< ill h r Iltfnn* 1m I.i I wi t Ira I culiinin rt'i indent hrp.-iKiiiM n if nil >poi buys by day pal t i day. nltfbt lute nleht } 
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AUDIENCE COMPOSITION, SETS-1N-USE BY TIME ZONES 



Eastern time zone 



t 

Time period 



7-11 

7- 8 

8- 10 
10-11 



average 



Noon-6 p.m. 
7-11 p.m. 



e — 

7-9 

9-11 

11-1 

1-3 

3-5 

5-7 



Sers-in-use 



62.7% 
53.8 
71.7 
55.6 



Sunday through Saturday nighttime 
A 



21-7% 
67.5 



11.2% 

15.3 

21.4 

14.2 

21.8 

35.5 



Men 



35% 
31 
34 
42 



Women 



44% 
36 
45 
49 



Children (under 16) 

21% 
33 
21 
9 



Saturday and Sunday afternoon and evening 
A 



29% 
37 



29% 
42 



Monday through Friday daytime 
A 



17% 
7 

15 
15 
13 
19 



35% 

36 

56 

61 

53 

24 



42% 
21 



48% 

57 

29 

24 

34 

57 



Viewers-per-set 



2.5 
2.6 
2.5 
2.2 



2.7 
2.7 



2.1 
1.7 
1.7 
1.6 
1.9 
2.3 



f 

7-11 

7- 8 

8- 10 
10-11 



average 



t 

Noon-6 p.m. 
7-11 p.m. 



t 

7-9 

9-11 

11-1 

1-3 

3-5 

5-7 



59.7% 
70.7 
67.2 
33.8 



24.3% 
59.5 



16.3% 

15.6 

20.5 

17.4 

25.4 

41.9 



Central time zone 

Sunday through Saturday nighttime 
A 



35% 
30 
34 
40 



43% 
38 
44 
49 



Saturday and Sunday afternoon and evening 
A 



32% 
36 



32% 
40 



Monday through Friday daytime 
A 



22% 

12 

16 

15 

11 

21 



37% 

51 

50 

63 

42 

29 



22% 
32 
22 
11 



36% 
24 



41% 

37 

34 

22 

47 

50 



2.5 
2.9 
2.6 
2.1 



2.6 
2.8 



2.3 
1.8 
1.9 
1.7 
2.0 
2.5 



f 

7-11 average 

7- 8 

8- 10 
10-11 



Noon-6 p.m. 
7-11 p.m. 



f 

7-9 

9-11 

11-1 

1-3 

3-5 

5-7 



67.8% 
74.5 
74.7 
46.2 



21.4% 
63.6 



6.6% 

9.8 
17.9 
12.9 
19.6 
47.6 



Pacific time zone 

Sunday through Saturday nighttime 
A 



37% 
34 
35 
41 



43% 
37 
43 
48 



Saturday and Sunday afternoon and evening 
A 



33% 
39 



30% 
42 



Monday through Friday daytime 
A 



8% 
10 
12 
14 
12 
20 



41% 

47 

45 

60 

38 

25 



20% 
29 
22 
11 



37% 
19 



51% 

43 

43 

26 

50 

55 



2.4 
2.6 
2.5 
2.1 



2.5 

2.5 



1.9 

1.6 
1.7 
1.6 
2.0 
2.5 



SOURCE: ARB. MARCH 1956. MOUNTAIN ZONE NOT MEASURED. 
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PORTER 

{Continued from page 33) 

consumption periods, add up to a 
strategv which "increases frequencv 
and also surrounds the breakfast and 
dinner hours with Ogg s sales mes- 
sages." 

The end result* of this all-radio 
schedule- when matched with product 
goals would he as follows: 

1. Coverage of all housewives, in 
urban areas, in larger families; with 
middle income and in all age groups. 
Households would he reached an aver- 
age of 2<! times, with a ''reasonably 
close' match against the market pro- 
file 

2. Maximum frequency and season- 
al peaking. During the peak five 
months. Ogg gets 20 broadcasts per 
week, 10 per week during seven 
months. 

3. \dc(|uate time or space. In net- 
work, one and one-half minutes; in 
spot, one minute. \nd, in a supple- 
mental newspaper promotion not in- 
cluded in the original budget. 1,000 
lines. 

■1. Maximum eflieienev. Estimates 
for cost-per- 1.000 in network, 79c 1 ; in 
spot. $1.19: average. 95(*. 

.">. Dominance in a major medium. 
Porter savs "$750,000 in radio, 720 
million home impressions, a frequencv 
of 10 to 20 per week, would appear to 
be dominance ! " 

6. I o surround mealtime. Karlv 
morning, noontime and late afternoon 
time periods "accomplish this objec- 
tive."' 

Here's win Porter did not (boose 
other major media : 

Television: "Budget limitations 
would restrict a tv spot schedule to 
approximate}} three daytime minutes 
per week in the top 50 markets, lea\ - 
iu« little oi no latitude for seasonal 
peaking. \ shorter commercial length 
I 20 seconds or i.d.'sl is ruled out 1>\ 
cop\ requirements, so that the advan- 
tage of high ratings and or medium 
are not po-sible. And Ogg would not 
have the opportnnitv to be dominant 
in tv because of the heavy spending 
in this medium bv competition.' 

Newspaper*: "While newspapers 
ma\ occupy an important place in 
Ogg s promotional strategy, the large 
>pa< e required for aderpiale treatment 
of Ogg's copv platform precludes the 



use of the medium for a sustaining, 
high frequencv advertising program." 

Magazines: ""The use of sectional 
edition- of store books, and certain 
split runs in major maga/.ines. would 
be a possibility. With a larger budget, 
the former might well be a logical ad- 
dition to the plan presented. However, 
with high frequencv and super effi- 
ciency as basic criteria, it was felt that 
these publications should not replace 
any radio and water down the domi- 
nance attained through concentration 
in one medium." 

Outdoor: "W hile bighlv efficient, the 
multi-reason cop\ eliminates outdoor 
from the creative standpoint." 

The suggested radio effort would tie 
in with a W'in-A-Kiteheu contest, to be 
announced with the start of increased 
consumption in both the North and 
South sales areas. Consumers would 
send in two labels, with this designed 
to create "consumer stocking at the be- 
ginning of the period of peak con- 
sumption. During this period, the pro- 
motion would be plugged aggressivelv 
on both the network programs and in 
the spot schedules," said Porter. 

Commercial spoofs Ogg 

In concluding his all-radio presenta- 
tion, he submitted the following radio 
commercial as a bit of creative levitv 
following his serious media presenta- 
tion. 

i BANC OF SIIOT01 N l That's 
bow fast . . . v on can make a cup of 
Ogg's I'otable! (BANC l. JIN'CLK: 
Ogg's Potable. Ogg's Potable, it's the 
magic brew . Ogg s Potable. Ogg's Po- 
table, the flavor comes right through. 
Ogg's Potable, Ogg's Potable, defies all 
pure food laws. So eas\ to make 
take an Ogg break, and take a Potable 
pause. 

(SOI ND: SIJS1IIN0) 

SI NO: Take a Potable pause. 
( I! \N0) 

That s bow fast Ogg s cheerful, 
friskv flavor turns von into the per- 
son von wish jmi were! Oggs . . . 
Potable. This brow n-iuagie brew trans- 
forms a crotchet} poppa into a pur- 
ring kitten. I uvviud* a housewife s 
nerves. Sweetens fussv voungsters. 
Oggs Potable floats awav all the dav's 
cares ... in one surge of soothing 
warmth. \nd no other potable in the. 
world is so eas\ to make, and vet so 
teeming with home-simmered flavor. 
Just slip a heaping spoonful of Oggs 



into a cup of boiling water, and — - 
ahhhh! Drink up! Blended from the 
secret formula discovered bv York 
Oggs in 1837. jealously guarded bv his 
kinfolk to this dav. Ogg's Potable is a 
fabulous combination of tender, juicv, 
little mountain ogglets. exotic Chatta- 
nooga spices and a light lacing of gun- 
powder. Winter or summer, steaming 
or iced. Its the one potable von can 
brew in seconds— the great biown- 
magie brew that send* \our spirits 
(BANC BANC BANC ) 
up up — I P! ^ 



DECKINGER 

{Continued from page 33) 

sumer. to whom taste is important, but 
to the preparer the housewife to 
whom convenience is important.' 

2. The marketing characteristics of 
the product: distribution of consum- 
ers by geographical areas and sex. age, 
socio-economic status and background. 

Crey's media strategist in this case 
ke}s flexibility by geographic area and 
by markets. And he chooses dav time 
tv for the following reasons relating to 
the marketing characteristics of Prod- 
uct X. 

"It reaches the housewife, who is 
the primary purchasing agent, and it 
reaches the at -lioine-in-the-dav time 
housewife. It does its best job in the 
bigger families, which I am told are 
the important one* i for this product I, 
so that it's the housewife in the bigger 
families who represents my important 
objeetiv e. 

"There are dav lime programs which 
have middle and lower income lean- 
ings, despite the upscale, income-wise 
leanings of the medium. I can aim 
downscale with tv. by getting with the 
soap opera* and whatever programs go 
that way. This is an urban product, 
and tv is an urban medium. I he 
product lias \nglo-Saxon leanings, and 
I think I'll find that the Anglo-Saxons 
will be found more in the medium 
sized towns. 

3. The merchandising character- 
istics of the product, the method, and 
agencies of distribution. 

"I can onlv sav that television is a 
verv inerehandisable medium, and if 
the right medium happens to be iner- 
ehandisable. that's fine. In the case of 
this particular product, which is No. I 
or No. 2 in virtually all its markets, 
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and which t-eenis to he going ahead. I 
would guess that nierchandisability is 
not an important factor an) way." 

4. 'I ho size of the basic investment 
required to do a significant job in 
each of the various areas being con- 
sidered. 

This is the starting point in Deck- 
inger's recommendation, he said. '"We 
want to do a good job in any medium 
used in any given market, before Ave 
add on another medium in that mar- 
ket."' 

That's win his basic recommenda- 
tion was "a good, strong use" of day- 
time tv, with "this minimum achieved 
before we go to evening television and 
then to radio." 

5. The flexibility with which a cam- 
paign in each medium can be expand- 
ed or contracted. 

'"Broadcast media allow* me a lot of 
good flexibility The copy sounded to 
me like something that requires a min- 
ute to tell the story. But 1 can con- 
ceive of doing it in 20 seconds to get 
bigger ratings in fact, even in some 
additional 10-second announcements 
at the beginning of the season just to 
remind everybody about this particu- 
lar potable when the\'re buying most 
of this type." 

6. The econoim with which an au- 
dience can be reached. 

This is "rather a treacherous area." 
saifl the media director. 

"To paraphrase an old proverb, 
we're comparing apricots and tange- 
rines. For what it's worth, we feel hap- 
py about the fact that, among the ma- 
jor media, spot daytime tv is about as 
efficient as you can get. If the choice 
has to be one or the other, we'd rather 
that it be among the less expensive per 
contact than among the more expen- 
si\e. That way. we don't have to ra- 
tionalize why we don't care about the 
cost per contact." 

7. Year around effect iveness. or 
lack of it. 

The product is highly seasonal in 
sales, peaking in the South during 
warm weather months, in the North 
during cold weather. 

Tv and radio are likewise seasonal, 
said Deckinger. "The summer months 
are quite a problem in these media. 
We would therefore pick up a few 
extra spots in the summer in the South, 
when we're trying to emphasize the 
product there. Seasonality is almost 
automatic in the North. If 1 just ran 



fi\e commercials all year round, the 
seasonal nature of the medium would 
automaticallv fluctuate with the sea- 
sonal variation in my product." 

Announcement frequency in the 
.North, therefore, would be intensified 
in January, February and March and 
again in October, November and De- 
cember, when schedules in the South 
would be at their lowest. Southern 
schedules, conversely, hit a peak from 
mid-March to mid-September, when 
buying stress diminishes in Northern 
markets. 

li. Competitive advertising. 

Product \ s main competitors are 
not only out-spending it but out-spend- 
ing it specifically in the broadcast me- 
dia. Should the strategy, therefore, be 
to go into another medium complete- 
ly? Or to stay in broadcasting'.'' 

Deckinger chooses to stick with the 
latter, because "with flood buving I 
can match my $750,000 against his $1 
million and come out okay. 

"1 know that it is often said that if 
a medium is overcrowded, you might 
get lost in the sbuflle. To some degree, 
however, the overcrowding actually 
presents a favorable atmosphere. It 
creates a situation in which vour par- 
ticular type of product has a chance of 
succeeding because people are think- 
ing along that line. 

"Make your copy and your buying 
better, and you'll win the battle." 

Copy platform is % itul 

In summarizing the major consid- 
erations in bis choice of daytime tv as 
the basic medium, Dr. Deckinger said 
"the most important single factor is 
the copy platform, followed — in order 
-by the marketing characteristics and 
the size of the basic investment." 

As a windup to his presentation in 
favor of daytime tv for Product \, he 
showed the analysis which covered 
"the proper relationship of frequency 
rate and the impact of advertising." 

Frequency, in the first place was ad- 
justed seasonally. In this calculation, 
he assumed sales were about one-half 
heavier in season than out of season, 
lie also assumed the same seasonal pat- 
terns in North as well as South. His 
buy ing plan balances out to this pat- 
tern : 

An average of five announcements 
weekly in the North in the winter, four 
in the summer; three in the South in 
the winter, six in the summer; making 
o\er-all averages of four in the winter 



and fne in the summer, or four and 
one-half year-round. 

In terms of four-week cumulative or 
total rating, the schedule delivers 
"something like a third to a half more 
home contacts in-season than off-sea- 
son." And in terms of net coverage 
the percentage of homes reached at 
least once— the box score looks like 
this: "1 get into ll'r of all tv homes, 
which is pretty good when \ ou con- 
sider that only about 60% of all tv 
homes use their set at all on adult pro- 
grams in a four-week daytime period." 

"Market dent*' is Big 

The minimum ''market dent. " as be 
puts it, in any one season in four 
weeks is about 36% , w ith the maxi- 
mum, 45%. 

The final media "dimension " is fre- 
quency, or real repeat contacts on 
homes reached at all. "Ibis varies 
from three to almost .four times a 
month, which is excellent for tele\ i- 
sion. * 

Summing up his recommendations, 
and the reasoning behind them, Dr. 
Deckinger re-emphasized the creathe 
factor with the assertion: 

"Interpretation of the creative strat- 
egy, in 90% of all ca-es. is the most 
important factor in media selection. 

That media selection encompasses: 
"Daytime tv, to reach the buying agent 
in my best families, in a medium that 
allows mv copy strategy its fullest ex- 
pression. ' 

This is supplemented, if possible, 
"with further demonstration in eve- 
ning tv for audience extension to the 
10 r r of tv homes— less on target, but 
still containing at least some potential 
users — which don't view adidt tv in the 
daytime. This would give additional 
coverage of the primary market, since 
at least some of these folk look at t\ at 
night, too. 

And. if there s ^till more mone\, 
he'd "add cheap message frequency, 
particularly at the beginning of the 
season, with radio. This adds further 
audience extension through coverage 
in the 32% of homes in the area 
which do not have tv sets." 

This advertising plan bits "the best 
target homes. W e ha\e good coverage, 
considering the product is used by 
60% of the homes, and our brand av- 
erages a 20% share in these 60% of 
homes. We could do a wonderful busi- 
ness-holding and business-building job 
on the homes that we reach with the 
basic plan. ' 
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What are the biggest trends in spot tv this 
year, and what is the outlook for 1957 




Ed Fitzsimmons, ''<<' president, If'cctl 
Television C.or]>., \ ew ) ork 

There were nianv factors contributing: 
hi the upsurge in spot tv in 19.16. 

\ nio>l important development was 
the sensational gain made in the use of 
feature films for major spot cam- 




paigns. 1 lie large-scale release on 
major studios (|ualitv products, with 
l.ig-uaine stars, brought about a tre- 
mendon- volume of new business in 
national spot. The huge audiences at- 
tracted to feature films — e\eu in late 
nighttime brought about an exten- 
sion of "prime time"' on man) t\ sta- 
tion.-, making more announcement 
period- available and saleable. \nd. 
feature film viewing means "family 
viewing — a factor readilv appreciated 
by timebuvers. 

Besides lire enhanced niercliandising 
effectiveness, there is now widespread 
■ program status" attached to spot tv. 
(.'reativ euess in novelty and service in 
-pot reached a new high in 1956. The 
animated characters and live per- 
formers were backed by topflight 
scripts, resulting in commercials that 
had definite entertainment value as 
well as sale- impact. 

Ml the achievements of 1956 pro- 
vide a solid base for an excellent year 
ahead. We are confident that 1957 will 
be a topflglit vear. I5ul the rep - selling 
job cloe-n t permit anv relaxing in 
promoting the spot medium. 

Willi the national political vear past, 
llure will be a clear road to solid 
bookings with no preempt ion problem. 



]\evv business and renewals already 
substantiate the optimism W eed 
staffers anticipate for 1957. 

Marty Nierman, " sales manager, 

Edward Petty & Co., Xcw York 
Perhaps the most significant develop- 
ment during 1956 was the greater use 
of motion picture packages to supple- 
ment network operations. This proved 
especially effectiv e during the day time. 




" 'set$-iu-use 
increased ' 



where in manv instances -ets-in-use 
increased and. accordingly, a greater 
use was made of daytime tv. 

The use of films gave the station 
maneuverability in delivering top at- 
tractions to advertisers. 

Marginal time came more into de- 
mand because of the audience buildup 
. . . and with the upswing in minute 
commercials, the movie features gave 
advertisers a strong program vehicle 
in which to reach a maximum audi- 
ence. 

\ll evidence seems to point to an 
expansion in this field as the newer 
mov ie packages take hold. 

It seems that 1957 mav develop still 
another area in stations' local pro- 
graming. 

Certainly t\ news is now in a posi- 
tion to strike out on its own. \ews 
facilities and stalls have improved 
tremendously . People are more con- 
scious of the* news as the international 
situation continues to boil. 

In effect, stations in 1957 will, even 
more than in the past, go out on their 



own to develop properties, either film 
or local, that will readily identify them 
to the local viewer. The stations will 
strengthen their daytime, early and 
late viewing, giving their audience a 
more diversified fare. 



Frank Pellegrin, rice president, fl R 
Television, Inc., Xeic York 

Trends in spot television in 1956 indi- 
cate a growing maturity of the medium 
and the continuation of its rising costs. 

In programing and spot buying, 
1956 marked the beginning of the big 
shift to feature film after the long 
heydav of the half-hour syndicated 
-how. A trend away from i.d. copy 
and to longer commercials began with 
tentative approaches to the 90-seccmd 
spot and to the piggy -back commercial, 
wherein two products could divide the 
rising cost of tv advertising. 

Timebuvers continued to stav away 
from uhf in mixed markets, practically 
putting an end to the dream of inte- 




" piggy-back 
commercials 



grated televi-ion and making it almost 
maudalorv for a market to be all vbf 
or all uhf. 

The continued rise of the \I?C Tele- 
vision network made it easier in 1956 
to secure high-rated network adjacen- 
cies in three-station markets. 

1957 shows everv indication of con- 
tinuing the upward spiral in number 
of stations, in total dollar volume and 
in rising rates, although the latter are 
beginning to reach a plateau as more 
markets approac h set saturation. 
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Joseph Bloom, president, For/oe & Co., 
New York 

In 1956. spot tv trends were quite 
noticeable in the expansion of daytime 
telecasts. At the same time, the highly 
crowded conditions prevailing in 
choice Class A evening time resulted 





'"overcroit ding 

should 

diminish" 



in further exploration and development 
of earl) r and late evening t'nnebuytng. 
In a number of industrial areas, the 
surveys reflected an increase in late 
nighttime viewing as factory produc- 
tion went on a two and three-a-day 
shift basis. As ABC TV network pro- 
grams improved, and as independent 
tv programs received support from the 
release of major feature libraries, a 
greater flexibility of tv buying resulted. 

With the further development of the 
guaranteed rating, combined with a 
saturation type plan, the stations with 
smaller survey ratings were able to 
make a better sales impression. All in 
all, 1956 was a year of definite ex- 
pansion into so-called less important 
time segments and lower survey rated 
stations. 

For 1957, the competition between 
"live" network and film shows will 
continue. I he successful competition 
of independent tv stations using major 
film studio packages will present a 
sharp challenge to Class A evening 
time on the networks. The rating 
battle will continue, and the advertiser 
will benefit because of the stronger 
competition, which produces better tv 
values. 1 he over-crowded conditions 
formerly prevailing on network sta- 
tions should diminish as advertisers 
discover other and more favorable 
time periods in different time segments 
or on other stations than the prefreeze 
t\ pe. 

There are some achertisers who 
would like to stifle competition so that 
the) can control all the top tv time. 
This is dangerous to a health) - tv in- 
dustr\. For this reason, 1957 is defi- 
nitely a banner year for breaking the 
stranglehold as tv stations find better 
ways to reach and attract audiences 
without network programs. ^ 




ONE WILL DO/ 



Just one station . . . WBNS Radio . . . will 
fatten your sales average in Columbus and 
Central Ohio. WBNS delivers the most listen- 
twice as many as the next biggest 



ers 



station. The most and also the best. With 
28 top Pulse-rated shows, WBNS puts push 
behind your sales program. To sell Central 
Ohio . . . you've got to buy WBNS Radio. 



CBS FOR CENTRAL OHIO 



Ask John Blair 

The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 




radio 

COLUMBUS, OHIO 
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!Vlr. Sponsor 




there's 
something 
special 



about . . . 




dOdM 
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s »ba\ 000'S — sap/Coo]i>i oifl 
lnoipouuoQ 'pjojiJBT-j 



it's a 

TELE-BROADCASTERS 

station 



TELE-BROADCASTERS, Inc. 

41 East 42nd Street 
New York 17, N. Y. 
MUrray Hill 7-8436 

//. Scott Kill gore, President 

Owners and Operators of 
KUDL, Kansas City, Missouri 
WPOP, Hartford, Conn. 
WKXL, Concord, New Hampshire 
WKXV, Knoxvilie, Tennessee 



E. Archie Mishkin: "hi-fi fanatic" 

If \ «u re going to do something, do it right. sa\s Archie 
M ishkin. fast-moving voung president of Bayuk Cigars. 

To Mishkin thai statement means work and more work. A CPA 
and financial man originally. Mishkin feels that he. as top executive 
of the firm, must have a strong voice in all phases of marketing 
and advertising of the company's 30 or more products. 

"Our emphasis in our radio and tv advertising is upon sports 
programing."" he told sponsor. \ man is in a heller frame of mind, 
more recepti\ e to out sales message when he's listening to sports. And 
v\e respect this mood by not jolting him out of his chair with our 
commercials. ' 

Ravnks commercials, written and produced by Bayuk s agencv , 
\l Paul l.efton in Philadelphia, often feature the verv sportscasters 




'Tell a man about a agar right alter dinner 



who star in the firms mam spot radio-tv shows throughout Eastern 
and Northeastern I'. S. 

"The ideal time to tell a man about a cigar is right after dinner," 
>avs Mishkin. "Bill since we can't always get him at that time 
because of tight availabilities, we feel he's as receptive later in the 
evening during a sports program. And wherever we're sponsoring 
a sport scaster or local personality who can project sincerity, we use 
live commercials. Otherwise, a direct bnl relaxed-sell cartoon com- 
mercial is what we re most likel) lo use in tv. 

Besides cospotisoring I ."VI Phillies' baseball games over WIP, 
Philadelphia in the past year. Bavnk sponsored the Philadelphia 
Warriors" pro basketball games over \\ CAl T . Philadelphia. Totally, 
I nk sponsored baseball games over six to eight tv and 15 to 20 
radio stations. In P).">6. Hav uk also sponsored Meet the Champions, 
slarriii" Jack l.escoidie. Salurdavs o : l-.">-7 :00 p.m. over a limited, 
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for CHANNEL 10 

(a very good station) 



0/ 
so 



MORNING 

SHARE OF AUDIENCE 




So 



AFTERNOON 

SHARE OF AUDIENCE 



% 



EVENING 

SHARE OF AUDIENCE 

This Means TOPS in Rochester 
Morning, Afternoon and Night 



CHANNEL 



CBS BASIC 




ABC AFFILIATE 



OPERATED SHARE TIME BY 




whec • tv-wvet • tv ROCHESTER/ N. Y. 



EVERETT-McKINNEY • NATIONAL REPRESENTATIVES • THE BOLLING CO., INC. 
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Mr. Sponsor continued. 



DO YOU NEED 
AN ADVERTISING 
OR SALES PROMOTION 
MANAGER? 

1 am seeking a challenging posi- 
tion with opportunity. I have 
over 11 years of diversified ex- 
perience in creative merchandis- 
ing and advertising; sales promo- 
tion; radio station administra- 
tion; production; management- 
agency liaison; and writing. If 
your business (including agency 
or radio-TV station) needs sound 
ideas which "sell", please write 
to Sponsor Magazine, Box 2212, 
to arrange an interview. Person- 
able, married, 33 years of age, 
and ambitious. Master of Arts 
degree. Highest recommenda- 
tions. Will relocate. 



WATCH FOR: 
Radio Results 

. ... 29 December 

TV Results 



January 



Special Film Issue 

. . . . 2 February 



Mo)c use a) lit Irs <nnl 
iisr nexvs from 

SPONSOR 

Ihr ,i 'filth nifigfiunr I I i llll'liil 
ritlt'r i li'.i is u\r. 



18-station NBC T\ network. Of its $1.3 million budget, well oxer 
50 r < was in air media. 

Mishkin. a tall, heavy-set man of 38. became Bayuk president in 
1956. While he grew into the job from a financial background. 
Misbkin quickly took over the reins in various aspects of marketing. 
Ml advertising strategy developed by the. agency has to be approved 
by him. and Misbkin has been known to turn the tables by suggest- 
ing a program buv or announcement campaign himself. 

"The cigar business is highly competitive." be told SPONSOR. 
"But it has a vast and insufficient}} explored market. We consider 
any man from II! to < r !0 a potential customer." 

Despite BaymVs national distribution. it> radio-tv effort is heavily 
concentrated in the Eastern regions of the country. 

"1 hat s w here the heav y population centers are." Mishkin told 
sponsor. ''And we feel the air media are particularly effective for 
penetrating those areas. ' 

Sales pattern suggests regional advertising 

In 1955 the eigar firm experimented with network programing, 
sponsored Walter \\ inc.heH's newscasts over ABC T\ for six months. 

"Its difficult to pin down precise sales results." says Misbkin. 
"But we feel the program did an effective job. On the other hand, 
cigar companies generally face various regional situations, with 
sales differing tremendously between one area and another. There- 
fore we've found that pinpointed spot bins or regional networks 
may be more effective for us.'' 

W ith its estimated $45 million volume in 1956. Bav uk ranks 
second in the industry, according to Misbkin, behind Consolidated 
Cigars and approximately on a par with General Cigars. Bavuk has 
been riding a prosperity wave, w ith sales rising 28' < in 1955 from 
$34.5 million to $44.3 million. \\ bile aggressiv e advertising policies 
have been a factor, the company's growth must also be attributed to 
the purchase of two other brands of cigars, Royalist and John Buskin. 

In discussing Bayuk's future. Mishkin said. "It will be my 
principal aim to see that Bav uk Cigars earns an equitable return 
on the $21 million which our stockholders have invented. 

When ambitious young Archie Mixhkin began planning hi* career 
20 \ears ago as a New \ ork schoolboy . be had no thoughts of a 
tobacco career. At 21. Misbkin. the son of Polish immigrant parents, 
became a full-fledged certified public accountant. 

"1 alwavs thought that CB \ work would be a stepping stone to 
general business activity, which actually suits my temperament better 
than juggling figures.'" 

From doing tax work for a Cuba leaf tobacco company. 
Mishkin quickly rose into sales and administrative work. In 1955 
he was appointed v. p. and treasurer of Bayuk Cigars, shortly there- 
after became executive v. p. and in October 1956. president. 

Despite the frantic business pace, Misbkin finds lots of time to 
spend with bis wife and their two minll children in Merion. a 
suburb of Philadelphia. Mitdikin describes him>elf as an avid 
reader of non-fiction and as a "high-fi fanatic. 

"I"m even intense about my hobbies,"' he told SPONSOR, drumming 
rapidly on the telephone dial while his thoughts moved on to the 
problems at band. 

"WC're planning our 1957 advertising right now. he said. 
"Radio and tv will continue to be important to us. ^ 
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A weekly listing of changes 

in the advertising and broadcast fields 



NEW AND RENEW 



ADVERTISING AGENCY PERSONNEL CHANGES' 



NAME 

John F. Astengo 
Elias B. Baker .. 
). Lawrence Barnard 
Ceorge B. Bogart — 

Walter Bowe 

Vera Brennan 



Ceorge T. Carroll 

John B. Cunter 

Harry Hess 

Richard Irwin 

Stuart D. Ludlum _ 

Phillip Luttinger 

R. Douglas MacNamee . 

lames A. Mount 

Tom O'Dea 

Martin Oechsncr 

Norman S. Passman 

David E. Robinson 

Melvin H. Ross _ 

Eleanor Jane Schiavone 

Tom Slater .. . ..... 

John W. Spellman, Jr. _ 

Sven Thornblad 

Florence Ward 

Ruth West 



FORMER AFFILIATION 

.Robinson-Hannagan, special pub rel prog 
.Carl S. Brown, NY, vp, acct super 
.Carl S. Brown, NY, merch dir 
.Calkins & Holden, Chi 
.SSC&B, NY, timebuyer 

_5cheidlcr, Beck & Werner, NY, dir timebuying dept 
.Bresnick Co, Boston, dir media-research 

_CBS, NY, super b'cast film operations 
.Ruthrauff & Ryan, Chi, acct exec . 
_C. J. LaRoche, Beverly Hills, office mgr 
.Richard Manville, NY, dir research . ... 
.Ruthrauff & Ryan, NY, dir r-tv copy 
IKCW, Portland, Ore, gen mgr 
_vVilliam Esty, NY, timebuyer 
.Ruthrauff & Ryan, NY, vp 



_C. J. LaRoche, NY, research dir .. . 
IdFS, NY, asst project dir 

Lavenson Bureau, Phila, spacebuyer 
^Fuller & Smith & Ross, Cleve, dir tv- 

BBDO, Boston 
.Hicks & Creist, vp, dir pub rel 
.Horace N. Stovin, Winnipeg 
_C. |. LaRoche, NY, copy super 



r films, western div 



NEW AFFILIATION 

Ted Bates, Hy, publicity & merch 

Same, exec vp 

Same, vp 

Same, office mgr 

Same, associate media dir 

SSC&B, NY, media dept 

Same, vp mkting & sis devel 

Cardner Advertising, St. Louis, acct exec 

DFS, NY, admin asst to vp chg r-tv commercial 

Same, vp 

Same, also vp 

Bresnick Co, Boston, dir media-research 
Same, vp 

Pacific National Advertising, 

SSC&B, NY, media dept 

DCS&S, NY, vp, acct exec 
-Emil Mogul, NY, sis analysis 
-Same, also vp 
.Emil Mogul. NY, research 

Same, asst media dir 

Same, vp 

.Bresnick Co, Boston, mkting & sis devel 
Sven Thornblad Sales Engineering, NY, head 
S. W. Caldwell, Vancouver, Vancouver rep 
Same, also vp 



prod 



Portland, Ore, dir sis prom 



BROADCAST INDUSTRY EXECUTIVES 



NAME 



Murray Benson _ 
Emil Bergdolt . 
Michael Boland 
Nick Bolton . — 
John T. Clayton _ 

Dorothy Cotton 

Franklin C. Ellis _ 
Todd R. Caulochcr 

J. Russell Cavin 

jerry Harrison 

James C. Hirsch 

Richard E. Jones _ 

Jerry Kirby _ — 

Robert F. Levine 
Robert A. Lovelien 

Anton |. Moe 

Erwin Needles 

Peter E. Pool 

Max Rice 

James Shaw 

John F. Sloan 

jack Thomas 

C. Van Haaften _ 



Perry Walders 

Thomas f. Warner 



FORMER AFFILIATION 

.Martin Stone Associates, merch dir 
. vVKRC, Cinn, film buyer & sis exec 

ABC, NY, cost control unit 

.Katz, Chi, radio sis rep .. 

.WHEC, Rochester, NY, dir women's progs 

.California National Productions, NY, bus mgr-merch & 

. theatrical divs ... 

.WAVE, Louisville, acct exec 

ABC, NY, chief accountant . 
iMcC-E, NY, tv acct exec 
. .dward Petry, dir research-prom-sls devel 
.itorer B'casting, vp 

.Rogers & Smith, Chi, tv dept _.. 

.ABC, NY, vp chg tv programing & tal 
,ohnson-Liebcr, Portland, Ore, accts, Merch, sis 
~CBS-TV, NY, acct exec spot sis 
.WKNB-TV, New Britain, Conn, local sis mgr 

*KTNT-TV, Seattle-Tacoma, chief cng 
.Henri, Hurst & McDonald, Chi, radio-tv dir 
[Ziv Tv, nat acct exec 
. 3ow Chem, Alberta, B.C. 

KOA-TV, Denver, prog mgr 
. WTTC-TV, Wash, D.C., nat sis mgr 
oundcrs Corp, nat sis mgr WTAC, Flint, Mich 



NEW AFFILIATION 

CBS Tv Enterprises, NY, sis mgr 

WLW, Cinn, tv sis 

Same, asst treasurer 

WNAX, Yankton, S.D., comm mgr 

WHLI, Hempstead, NY, dir public affairs 

Same, publicity & prom dir 

Same, mgr bus affairs 

WLW, Cinn, acct exec NY office 

Same, asst treasurer 

Ziv Tv, NY, nat sis 

TvB, NY, nat sis 

KELP (radio)-KILT (tv), El Paso, gen mgr 
-Ziv Tv, Chi, nat sis 

NBC, NY, vp, tv net prog dept 

KCW-TV, Portland, Ore., merch mgr 
.WCBI-TV, Scranton, Pa, gen sis mgr 

Same, also dir tv sis 
.Ivy Network Corp, New Haven, gen mgr 

Same, asst mgr 
.Ziv Tv, Chi, regional sis mgr-nat sis 
.WPAT, Paterson, N|, vp & dir sis 
-CKNW, New Westminster, local sis 
_KATU, Casper, Wy, gen mgr 
-WCMS, Wash, DC, sis mgr 

Same, NY, nat sis mgr b'cast div 



SPONSOR PERSONNEL CHANGES 



NAME 

Joseph H. Bagley 
James M. Boohecker . 
Paul Carey 

Donald W. Flint ..... 
William A. Fox . 

Harlow C. Harris 

John J. Kane „ 

Stanley Lewis 

Lawrence L. Moore . 
Edmund W. Morris ._ 
Mario Piazzolla, Esq. 

Henry E. Picard 

Robert K. Rogers 
Edward H. Schram _ 
Arnold J. Winograd . 
Fred C. Yeakey 



FORMER AFFILIATION 

.Cerber Baby Foods, vp, gen sis mgr 
.Lehn & Fink, gen mgr Dorothy Cray 
.Lehn & Fink, gen mgr Tussy 
.Aluminum Cooking Utensil Co, foil sis div 
.Mead Johnson, asst vp Pablum Products Div 
_°abst Brewing, western region gen sis mgr 
.Hutchins Advertising, acct exec .. 
.Bon Ami, vp, gen sis mgr 

.Pabst Brewing, off-premise merch mgr — Blue Ribbon 
.Bristol-Myers, advtng brand mgr 
Law clerk of Hon Thomas J. Clary, US Dist Judge 
.San Francisco Brewing, exec vp, gen mgr . 
.Pabst Brewing, asst brand mgr — Blue Ribbon 
.Pabst Brewing, LA advtng mgr — Eastside Old Tap . 

.Pabst Brewing, advtng mgr — Sparkling Bev div * . 

.Cerber Baby Foods, asst gen sis mgr „ 



NEW AFFILIATION 

Same, vp chg mkting 
Same, also vp 
Same, also vp 

Same, asst nat sis mgr. Alcoa Wrap sis div 
B. T. Babbit, nat field sis mgr 
.Same, nat gen sis mgr 
Philco Corp Radio Div, advtng-sls prom mgr 
Lever Bros, product mgr — Lever Div 
Same, brand mgr — Sparkling Bev & Hoffman Bev 
Lever Bros, product mgr — Pepsodent Div 
V. La Rosa & Sons, gen counsel, asst to vp 
Same, pres 

Same, brand mgr — Blue Ribbon, Andcker 
Same, brand mgr — Eastside Old Tap 

.Same, brand mgr — Old Tankard Ale, industrial products 
Same, gen sis mgr 
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Ready 

To Promote 
Your Station.., 



through circumstances be 
vond tiis control, this soundty 
experienced, imaginative, go- 
getting promotion man is avail- 
able NOW for \oiir radio and 
or t \ iiaiion. 



• tli \cais experience in 
bioadcasi piomotion, pub- 
licity, merchandising. 

• Respected broadcast refer- 
ences fin nished, 

• Outslanding recoid of re- 
sults. 

• Fiee 10 re locate am where. 

When you see his record, you'll know 
he's your maul 

Box 1222 

SPONSOR 

40 East 49th St., New York 17, N. Y. 



KPRS 



is the KEY to 
Kansas City's 127,600 
Negro Market 



o 



n 



The ONLY station in the rich Kan- 
sas City Metropolitan area beamed 
exclusively to the Negro Market . . . 



KPRS 

1000 W. — 1590 KC. 
Kansas City, Missouri 

Represented nationally by 
John E. Pearson Co. 



\ational and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

TREND OF THE WEEK: Bin ing pattern for many new product* 
is to start out with heavy schedules in limited geographic areas, 
solidify distribution and dealer-consumer relations, then move on 
to new areas until the entire country has been covered. Tvpical 
ease is I'&C s new Comet I see below I . 

Carter Products, New York, moves into some 150 markets next 
month with a spot tv campaign which includes minutes and 10- 
and 15-minute sports shows running simultaneously where programs 
arc av ailable. Client's end-of-the-\ ear bump-up schedule will con- 
linue for 13 weeks, with all bins in nighttime periods to reach a 
male audience. Commercials are on film. Bu\ing has not been 
completed. \gene\ : SSC&B. \c\\ ^ ork. Buyer: Tom Odea. 

Procter & Gamble, Cincinnati, for its new Comet cleaner, has 
just completed buying its first ''expansion'" of its current spot 
schedule into new areas. The second addition of markets is an- 
ticipated for earlv spring, but details as to cities and frequency have 
not been finalized. Total number of markets is expected to be more 
than 100. contrasted with the current linc-up of 50-plus. Filmed 
minutes and 20's will be used during all hours of the telecast 
schedule, with daily frequency . \geney : Compton. New York. 
Buyer: Bob Liddcl. 

W. F. Young, Inc., Springfield, Mass., for its Absorbinc, Jr.. 
launches a drive 1 January in 17 tv markets with filmed announce- 
ments at the rate of two weekly in prime time periods. Tv budget 
has been increased substantially, and schedules arc for a full 52 
weeks. Buying is completed. Agencv : J. W alter Thompson. New 
York. Bluer: Frank Marshall. 

The Welch Grape Juice Co., Westfield, N. V. will consider with- 
in the next month the possibility of using spot tv in the spring for 
ils frozen grape juice, as was done this past year. If spring push 
is decided on, Inning would take place in lale February or March, 
with drive palterned to Welch's unique fiscal year. September 
through August, which matches 1 lie grape crop year. \gency : 
Richard ManofT. New York: Bu\er Miss Lee Oakcs. 



RADIO BUYS 

TREND OF THE WEEK: Some clients are able to devise special 
media tests which can show them, in quick order, whether advertis- 
ing has sought-after effect. It's easier, of course, with product 
which has such direct pull as Dance Guild I see below I. 

Dance Guild of America, New \ oi k. v\hieh sells a new home in- 
struction dance course, begins a two-market test of radio 7 January 
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with a total of 30 announcements. Results of the short-range test 
in Aevv York and Philadelphia will determine future expansion to 
other markets and media to he used. Agencj : Friend-Beiss Ad- 
vertising, Xinv York. Bujer: Ed Katner. 

Doeskin Products, Inc., New York, through Ilarr\ B. Cohen 
agency, same cit\ . is adding sonic radio markets regionally for its 
Doeskin facial tissues. Client hu)s comhination of radio and tv 
in major metro areas. Buying is completed. Bluer: Bernie Singer. 

Shulton, Inc., Xciv York, for its Old Spice line and some 10 differ- 
ent products, is buying 52-week schedules in a selected group of some 
16 to 20 major metropolitan areas. Minute transcribed announce- 
ments, featuring the Old Spiee jingle, will lie slotted at the rate of 
from five to 12 times weekh. with one product featured in each 
commercial. Client prefers Monday through Frida\. with rotation 
between early morning and late afternoon time segments. Shulton 
may add spot tv later in the year. Agency: Wesley Associates. New 
York. Buyer: Joseph Knap. 

RADIO AND TV BUYS 

TREND OF THE WEEK: Bujers often attempt to broaden their 
media reach by using both of the broadcast media in the same 
markets. Carbona and its new testing pattern (see below I illustrate 
hoped-for gain of extended reach and additional impact. 

American Tobacco Co., New York, winds up its national introduc- 
tion of the new Hit Parade cigarettes with a final market push 
starting early January. Additional market line-up: 70 in tv and 30 
in radio. Frequencies and durations vary according to local market 
needs. Agenc\ : BBDO, Xcw York. Buyer: Hope Martinez. 

Bristol-Myers, New York, will move into 30 markets in the South- 
east and Southwest throughout the month of January for Bufferin. 
Most of the markets will be radio only, but a few tv areas will be 
interspersed. Badio pattern: live and transcribed minutes in early- 
niorning time at a saturation rate. Durations of contracts vary, with 
some long-term. Bujing is incomplete. Agency: Young & Itubicani. 
New York. Buyer: Sevmour Dranteh. 

Carbona Products Co., Long Island City, is cheeking availa- 
bilities in both radio and tv in a few selected cities East, South, 
West and in New England. The plan: a media test, slatting in 
January, of two or three months' duration. Bcsults will determine 
whether the account will use broadcast media and expand advertis- 
ing on a market-by-market basis. Although Carbona has national 
distribution for its cleaning fluid, soapless lather I for rugs and 
upholstery) and Wall-Wipe, it has pretty much limited its broadcast 
advertising to the New York area. Test precedes the annual spring 
cleaning season, which starts in March and April. \genc\ which 
just took over the account is Beach. Yates & Mattoon. New York. 
Bujer: Ted Okon. 

J. H. Filbert Co., Baltimore, Md.. for Mrs. Filbert's margarine, 
is checking into the possibility of moving into 25 radio and 25 t\ 
markets after the first of the year. Its previous broadcast pattern: 
early-year start with saturation campaigns eight to 10 weeks long. 
Agency: SSCB. Buver: Tom Odea. 



WGR-TV 




2 heads are 
better than one 
...IN BUFFALO 



WGR-TV 

BUFFALO 



Basic ABC 
National Representatives 

PETERS, GRIFFIN, WOODWARD, INC. 



You can't cover 
America 
without 

MONTANA 

Dtoide Station 

KXLF-TV4 

Metropolitan Montana 
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Capsule case histories of successful 
local and regional television campaigns 




TV RESULTS 



NEW CAR DEALERS 

SPONSOR: Ford Corner \GENCY: Direct 

Capsule case history: "The greatest automobile salesman 
wove ever met"'— Ford Corner's jubilant reaction to tbe 
snores- of their campaign on WMUR-TV. Ford Corner, 
Manchester, N. IF. became New England's "largest" Ford 
dealer after its introduction of tv advertising. This dealer 
had been selling about 40 cars a month. Television adver- 
tising was then begun, bringing a tremendous expansion in 
sales. A total of 155 new Fords were sold during the first 
month of tv advertising, 215 the next month and more 
than 115 during the third month which was a September 
and which tends to be a slack month for dealers since cus- 
tomers are inclined to wait for new models. Even so. in 
September Ford Corner had to buy up cars from other New 
England Ford dealers to keep up with the largely tv-in- 
spired rush. Ford Corner sponsors two WMUR-TV pro- 
grams; Greatest Fights of the Century. Wednesday night, 
and Hum and Strum, aired from 7:00-7:15 p.m. three times 
a week, along with special events and saturation spot 
schedules. Tv expenditures averaged $500 per week. 
WMl'K-TV, Manchester, X. ]1. PROGRAM: Greatest Fights 

of the Century, Hum and Strum, 
Special events, Announcements 



FARM MACHINERY 

SPONSOR: E. A. Martin Machinery Co. AGENCY: Direct 

Capsule case history: The E. A. Martin Machinery Co.. 
located in Springfield, Mo., wanted to test television as a 
medium for selling Caterpillar Cat t\pe tractors and re- 
lated farm machinerv to farmers and contractors in the 
Ozarks. With the idea of a "service" type program in mind, 
the firm bought a 5-minute weather forecast on KTTS-TV at 
5:55 p.m. on Mondays, Wednesdays and Fridays for a 13- 
week test period. Shortly after broadcast of the company's 
commercials had begun, a small contractor from Eaquc) , 
Mo. — about 85 miles north of Springfield —came into the 
Martin showroom. Both president E. A. Martin and sales 
manager Don Johnston were amazed when the contractor 
came right out and said . . . "I ll take that Caterpillar D4 
you had on your weather show last night. ' Hie sale of 
more than $6,000 worth of farm machinery without a dem- 
onstration gave the advertiser excellent proof of television's 
ability to sell their product, and the sponsor renewed its 
contract with KTTS-TV well before the expiration date of 
the test run. Cost of weather program is $166.95 per week. 
KTTS-TV, Springfield. Mo. PROGRAM: Weather Show 



PAINT 

SPONSOR: Wollner's Paint & Hardware AGENCY: Direct 

Capsule case history: Wollner's paint and wallpaper 
store in Zanesville, 0., chose television as the best means 
available for the introduction of a new paint product. The 
new paint line was not onb new to Wollner's hut was also 
new to the Zanesville area. Its predecessor, which was 
being dropped, had the advantage of being a highly adver- 
tised national brand so that Wollner's wanted to advertise 
the new line in the most dramatic way possible. Television 
was chosen as the best medium and one minute announce- 
ments were purchased over a three day period running 
from Wednesday to Friday. The mid-week schedule was 
deliberately chosen in order to reach viewers when they 
still would have time to stock up for week-end painting. 

1 he participations pure based on the Denny Taylor Shmv 
cost Wollner's just S60 and was the onl\ advertising used. 

\< rording the Wollner's. 201 sales totaling 8921 resulted 
from the tv promotion. Success of the paint promotion has 
rum hired Wollner's to really go into television with season- 
al announcement- and a \ear 'round half-hour film show. 
WHIZ-TV, Zanesville, Ohio PROGRAM: Announcement* 



FINANCIAL INSTITUTIONS 

SPONSOR: Gr. Louisville Fed. S. & L. Assn. AGENCY: Direct 

Capsule case history: Last October. Greater Louisville 
First Federal Savings &• Loan Association announced that it 
had accumulated resources totaling $81,350,000. This fig- 
ure represents a $46, 750,000 growth in resources since 
1950. Greater Louisville has been using television advertis- 
ing consistently for the past 7 years and Gustav Flexner, 
executive v.p.. attributes a great portion of the firm's growth 
to its use of tv. The organization chose tv because it be- 
lieves that this medium can best bring the salesman "in 
person" into the home 'where sales messages can reach peo- 
ple while, they are at ease. The firm began broadcasting 
commercials on WAVE-TV in Nov. 1918 and in March 1950 
W11AS-TV was added. On WAVE-TV the sponsor has a five- 
minute weathercast at 6 p.m. Monday through Friday plus 
a one-minute weather spot Sundavs at 6 p.m. A minute spot 
is also used each morning in Today. On WHAS-TY, the 
firm uses a ten-minnte news program aired nightly at 10:30. 
Because of its proven effectiveness. 60' / {- of a total ad bud- 
get of over $250,000 is currently invested in television. 

WAVE-TV, Loui^ille PROGRAM: Today, Weather, New,-, 

WIIAS-TV. Louisville Special events, Announcements 



00 
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KAKE-TV IS FIRST 

IN WICHITA, KANSAS 
A 3-STATION VHF MARKET 



STATION 



SHARE OF SETS-W ^ Testation 



s ,GN-ON TO 



SIGN 



-OFF 




36.5 



NOVEMBER 1 956 ARB 



ALSO... 



3 
4 
5 



OF THE TOP 



OF THE TOP 



OF THE TOP 



5 
5 
5 



NETWORK SHOWS 



SYNDICATED FILM SHOWS 



MULTIWEEKLY SHOWS 



KAKE-TV Channel 10 



Wichita, Kansas 



1500 N. WEST ST. 
WHitehall 3-4221 



€1 



Represented by 
The Katz Agency 



tolo 



vision network 
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Digest of the ueek's developments 
in advertising and the air media 



News and 



WRAP-UP 



ADVERTISERS 

I'Tar-lt-Straws* whopping hig Christ- 
mas* tv party will last all Christinas 
day. From 9 a.m. to 6 p.m. the com- 
pam will sponsor a holiday cartoon 
show on \Y \HI) in New York. i\iiie 
hours of prizes, animated cartoons, 
and fun with 2.000 children are 
planned. 

The children are orphans who will 
sit in the studio at a big part) tahle 
loaded with ice cream, cake, milk 
and Flav-R-Straws, of course. Another 
studio will accommodate more children 
and the kids will take turns on camera. 

Flav-K-Straws has also thought up 
some clever merchandising ideas to go 
along with their super cartoon show. 

V contest is now in progress with no- 
tices in super markets telling young- 
sters to send in Flav-R-Slraws boxes 
for prizes that will he given on the 
show. Drawings will he held through- 
out the day for 500 to)s and games. 

Mso. the super markets have been in- 
vited to go in for coop sponsorship of 
the show. Flav-R-Straw s says the re- 
sponse from the big stores has been 
terrific. 

Prudential Insurance Company's 
stereophonic telecasts combining 
the audio of radio and the video of 
tv have met with great enthusiasm ac- 
cording to KTVT and KDYL, Salt 
Lake Citv. Prudential asked viewers 



to place their radio sets six feet to the 
right of their tv sets and tune both at 
equal volume. Pre\ ious use of the 
novel programing innovation in Los 
Angeles also brought a flood of "gi\ e 
us more" letters. 

Distant lmv Indian Lakes Fstates 
of Florida has bought the Frontier 
series way up in Washington. 1). C. 
on station WTOP-TV . . . American 
Motors has produced five one-minute 
spots for dealer use. The announce- 
ments hightlight the Rambler and 
provide 10 seconds for dealer identifi- 
cation . . . Slemlerella turned over 
all of last week's radio time to the 
\ational Tuberculosis Association for 
the annual Christmas Seal drive. The 
musical theme ordinarily used by 
Slende.rella will be the only sponsor 
identification. 

Burgerineister Brewing Corp. will 

be the new corporate title for San 
Francisco Brewing Corp. beginning 1 
Januan . . . Lawrence We lk is 
working for Dodge on radio too. 

RCA reports sales of the Yew Lau- 
rence Welh Show are going to Dodge 
dealers by more than a 50% plurality. 
. . . Closed Circuit Telecasting S\stcm, 
New York, is offering six-by-eight-foot 
color tv service to ad\ertiscrs. 



The Magazine Advertising Bu- 
reau lias released it* final dollar 
figures for national media in 1955. 
The figures cover only advertisers 



spending $25,000 or more for the \ ear. 

Magazines— S601 .032.000. 

Newspapers— S512.d58.O00. 

Network t\— S406.237.O00. 

Network radio -5104,173,000. 

Figures show network tv up §87,- 
39(1000 as compared to the year he- 
fore and network radio down 826,458,- 

000 as compared to 1954. 

AGENCIES 

limil Mogul Co. is repeating its novel 
contest idea in behalf of Manisehewitz 
Kosher Wines again this year. Disk 
jockeys and station announcers are 
sending in tapes of their best delivery 
on the wine commercials. The "most 
original,"' "hest-selling" and "'most 
personable" deliveries of "Man. oh 
Manisehewitz!" will receive prizes, 
watches, and money clips. 

Entries must he sent in by 15 Janu- 
ary to Murray Gross at the Mogul 
agency. 625 Madison Ave.. New York 
22, N.Y. I sponsor's Bill Miksch is 
one of the judges, hy the wav.) 

New agency appointments: Bryan 
Houston. N.Y.. for two new (and un- 
disclosed) products of the W hitehall 
Pharinacal Co. . . . Brisacher Wheeler, 
San Francisco, division of Cunning- 
ham & \\ abb for Stokely-Yan Camp's 
Stokel) s Finest Frozen Foods as of 

1 January. Brisacher Wheeler has 




TV STATIONS: The diirrl largest lower is 
now tin- longest. \\ MT-'I \ . Cedar K;i|>i(K, 
la,, Iirund ni-w lower felled Ity high winds 




RADIO STATIONS: KM -\, Shenandoah, la., 
helps organize fanners in etmihal drought. 
Firsl mass meet ins in studio auditorium 




REPS: Christmas dolls representing am-lv 
listeners held hy MiC Spol Sales director, 
Jack richer. They are gifts for ad execs 
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handled Stoklevs PictSvveet products 
for eight vears. The addition of the 
Finest bur-mess bring:- all Stokelv-\an 
Camp frozen food advertising to the 
agencv. . . . Robert Otto & Co., New 
^ ork. has been appointed agency for 
the Formica Corporation ? 1957 cam- 
paign. 1 elevision will he used. . . . 
Sam McDaniel & Sons. Inc.. packers 
of Bunker Hill canned meat products, 
has appointed Cargill & Wilson of 
Richmond. Va.. to handle its advertis- 
ing. 1 he meat compam uses spot t\ 
and programs for most of its adver- 
tising. . . . Hixson & Jorgensen is es- 
tablishing a service office in San Diego 
to handle advertising for the Convair 
Division of General Dynamics Corp. 
in its employment recruitment drive 
in California starting 15 January. 
Radio will he used. 



\ oting Inc. 
dent. 



is the retiring SRA prcsi- 



Frank M. Head ley, president of H-R 
Representatives and H-R Television, 
has been elected president of the Sta- 
tions Representatives Association at the 
organization's annual meeting. Adam 
J. Young Jr., president of Adam 



Tlii' Kntz Agency has instituted a 
>eries of data sheets for its sales staff 
which summarizes the findings of the 
current tv .Nielsen Coverage Service. 
Katz s experience with salesmen, and 
particular!) in t\. is that they arc 
not familiar with the reports. Sheets 
will enable its salesmen to clearly de- 
fine Nielsen for subscribers among 
katz-rcpresented stations. 

Sheets will contain a summary table 
for stations in a given market with 
total coverage figure for monthly, 
weekly, da) time, and nighttime, and 
provide a count) by count) tabulation 
of total tv homes and monthly cover- 
age for all stations in an area. 

Edward L. IVtry & Co., Inc., 

now represents both WGN-Radio and 
W GN-Tv in an expanded area. Previ- 
ously, Pctry represented the stations 
only in 1 1 western states. 

NBC Spot Sales in its usual gay 
abandon holiday spirit, is sending 
agency executives two colorful throw- 
pillow dolls- one holding a symbolic 



season's greetings 




To all our clients, suppliers and friends and 
looking forward to another year of your 
wonderful cooperation. 



ATV FILM PRODUCTIONS, INC. 

35-01 Northern Boulevard LLC. I, N.Y. 



EXeter 2-4949 



portable radio and the other a portable 
television receiver. . . . Pan Ameri- 
can Broadcasting Co. ordered can- 
cellation of its seasonal greeting cards 
and is contributing the cost of the 
cards and mailing to the Red Cross 
for Hungarian Relief. 

ASSOCIATIONS 

The National Council of Disc 
Jockeys for Public Service is send- 
ing a nine man team to Vienna to sur- 
vev the Hungarian refugee situation. 
This is the first step in preparations 
for a nationwide drive by 1500 disc 
jockeys to enlist teen-agers' help for 
the refugees. The Council is working 
in association with CARE on the 
project. 

Disc jockeys making the trip in- 
clude: Al Jarvis, KFWB. Hollywood; 
Rill McLean, WElE. Cleveland; Bob 
Clayton. WHDH. Boston; Don Me- 
Leod, WJBK. Detroit; Paul Berlin. 
KNTZ. Houston: Art Palan. KDKA. 
Pittsburgh; Murrav Kaufman. WMCA. 
N. V.. and Buddy Dean. WITH. Bal- 
timore. 

American Women in Radio ami 
Television will hold their first South- 
ern Area Conference in Atlanta on 19 
January. The meet is sponsored by 
the Atlanta Chapter and will be held 
at the Ceorgian Terrace Hotel. Ellen 
Evans, general chairman of the South- 
ern Area Conference, Man Jane Park- 
er, president of the Atlanta Chapter, 
and Edith Ford, national vice presi- 
dent, are among members in charge 
of the planning stage. 

Oliver Treyz. vice president in 
charge of television at ABC TV. has 
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been appointed to the television hoard 
of directors of the NARTB. . . . 
NAKTir* second annual Conference 
of State Association Presidents has in- 
vited the presidents of 17 State Broad- 
caster Associations to attend the meet- 
ings to he held 21-22 February at the 
Mayflower Hotel in W ashington. I). C. 
WfStinghouso played no favorites 
at the KTES annual (Christinas 
party last week its prizes of two 
portable ld-inch tv sets were won by 
CBS' Bruce Bry ant and NBC's Martin 
Harrison. The grand prize of a RCA 
color set was won In Kenneth 1 lance 
of KSTP, St. Paid. 

TV STATIONS 

Popcorn now selling tv movies. 

WIICT, Hartford, recently came up 
with a natural — had mx pretty girls 
standing on street corners giving away 
hags of popcorn plus plugs for their 
newly acquired MCM feature package. 

Another promotion stunt coinciding 
with the popcorn giveaway bagged 
great results. The station circulated, 
by word of mouth only, a "blind" tele- 
phone number. Dialers who managed 
to get connected were told by '"Pierre" 
(in heavy French accents) to tune to 
Channel l<Ts two feature film shows. 
The telephone company estimates that 
around 25.000 people tried to dial the 
number, 1 ut the 10 trunk lines hired 
by the station were unable to carry 
the load. So much interest was shown 
in "Pierre" that WTICT scheduled a 
special show to reveal his real irentit . 

Addition promotion included tv an- 
nouncements, over 150 newspaper ads 
and 21 radio spots per week. The pro- 
motion campaign will continue for 13 
weeks. 



KTRK-TV, Houston, has 65 super 
markets signed for its merchan- 
dising plan. The plan works this 
way: (1 ) A client is eligible when he 
takes a minimum contract of 13 weeks 
at $350 per week on the station. 12) 
For this his product receives the plus 
of 30 lighted displays in any of the 
65 super markets, a dealer letter to 
over 100 retail grocery outlets, station 
lobby display, campaign report;- and 
personal appearances of KTBKTV 
stars. 

Noel New England, on-screen Christ- 
mas Card from \V\ AC-TV, Boston, 
will again 1 e sponsored by Salada Tea 
this year. The station's camera crew 




Here's a real "Participation Show." Every 

weekday, 9:45-10 a.m. Mid-Ohio home- 
makers really participate when John Hills' 
"Slimnastics" takes over the WBNS-TV audience. 
Specifically more than 18,000 women viewers 

are already using "Slimnastics Charts" every 
day, and the requests keep pouring in. 
"Slimnastics" is based on the belief that 
everyone is interested in looking better, feeling 
better, and performing life's tasks more efficiently 
with less fatigue. Audience response has 
proved Health Director John Hills' belief 
more than correct. 
The tremendous popularity of his "Slimnastics" 
Show has made John Hills the No. 1 
health counsellor in Mid-Ohio, and keeps him 
busy filling personal appearance requests 

throughout the area. 
Check your Blair TV man now for "Slimnastics" 
participation availabilities. 

WBNS-TV ^ 

channel 10 • columbus, ohio 

CBS-TV Network . . . Affiliated with Columbus Dispatch . . . General Sales Office: 33 N. High St. 

REPRESENTED BY BLAIR TV 
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travels uwr t lie northeast region film- 
ing people and winter scenes. . . . 
WC.U-TY will start "\Uv" color- 
casting on New \ ear s Day. First 
program will he Philadelphia's color- 
ful Mummers Parade. 
CBS last work came to the rescue 
of an NBC plat ion. It happened like 
this, when KOMO-TN s Svlvania 
award got -idelrarkcd in the Christ- 
mas mail rush. CBS in Hollywood sent 
its own Syhania award to the Seattle 
station in time for the go\ernor of 
Washington to use it in a presentation 
ceremony. . . . Connecticut service- 
men stationed in Europe will he 
seen on WKNB-TY. West Hartford, 
delivering filmed Christmas greetings 

to their families KFMB-TV. San 

Diego, in a <litto good-will move 
for Navy personnel serving in the Pa- 
cific. 

Tv applications: Between 3 Decem- 
ber and 15 December two stations re- 
ceived construction permits and five 
applications for new stations were 
filed. Construction permits include: 
Kaiser Hawaiian Village for Channel 
13. Honolulu s permit allow s 12.9 k\v 
visual. Radio Station WSOC, Inc. for 
Channel 9. Charlotte. N. C, permit al- 
lows 316 kw visual. 

Applications include: Arthur W. 
Schmieden Idaho Falls. Ida., for Chan- 
nel 6. Butte. 6.4 kw visual, with tower 
3.170 feet above average terrain, plant 
8161.091. yearly operating cost $175.- 
000: Copper Broadcasting, Butte, for 
Channel 6. 60.072 kw visual, with tow- 
er 100 feet above average terrain, 
plant 8200.521, and yearlv operating 
coM $260,000: Southwest Broadcast- 
ing for Channel 8, Elk City. Okla., 
14.86 kw visual, with tower 123 feet 
above average terrain, plant $55,537, 
yearly operating cost $70,000; Eastern 
States Broadcasting for Channel 6, 
New Bedford. Mass.. 100 kw visual, 
with tower 1.000 feet above average 
terrain, plant £582.180. v early operat- 
ing com S565.000; Grande Konde Tele- 
vision l Bobert S. & W r . Donald Ma- 
Caw i for Channel 13. La Grande. Ore.. 
15.6 kw visual, with tower 1.931 feet 
above average terrain, plant $67,300. 
\ early operating cost $60,000. 
Thirty thousand children in the 
New ^ ork area have entered W1M\ e 
i'oprvr drawing contest. . . . \\ FRV- 
T\ . Green Hay has begun broadcast- 
iiijj from it-, new tower height is 
1.165 feet above average terrain and 
is said to be the highest in Wisconsin. 



RADIO STATDONS 

K3IA and the rainmakers . . . 

early this year when a near-drought 
threatened in the area around KMA, 
Shenandoah, la., the station"? farm 
service department went into action. 
Merrill Langfitt, farm service director, 
and his associate. Jack Cowing, set up 
a mass meeting in KMVs auditorium 
to discuss the lack of moisture prob- 
lem. 

Over 250 farm leaders attended the 
confab and decided on a eloud-seeding 
program. Experts from Irving P. 
Krick Weather Modification Division 
were on hand to tell what could be 
done. KMA points out that the station 
helped organize the farmers but that 
the fanners took over from there. 

Nine, counties participated in the 
program — seven in Iowa and two in 
Missouri. Over two and a half million 
acres were included. 

KMA kept the farmers up-to-date on 
the project through daily reports from 
Krick "weather central" in Denver. 
These reports told what cloud seeding 
operations were being carried out, and 
what opportunities the future weather 
pallerns held. Four months after ihe 
operation began, Merrill Langfitt went 
into the field and checked on results. 
His preliminary findings showed "a 
little over five inches of extra rain 
this year,"' because of the cloud seed- 
ing project. 

WAKL's promotion idea at work 

— the Arlington, Virginia station is 
passing out red and silver WAUL re- 
flecting bumper stickers . . . and sta- 
tion personnel are authorized to stop 
motorists displaying the tags and give 
them free passes to motion picture 
theatres. . . . 

Network tv has nothing on local 
radio sections when it conies to 
dishing out lots of money. KL1F, 
Dallas, has just finished a treasure 
hunt promotion with a $50,000 cheek 
as prize. Eos than seven hours be- 
fore the contest deadline the check 
was found and the prize claimed. 
KYW has put its facilities at the 
complete disposal of the United 
Hungarian Societies of Cleveland. 
With 5.000 refugee families expected 
in the area, the station will serve as 
an informal ion center, give out news, 
make; announcements, and help refu- 
gees get in touch with friends and 
relatives. . . . Bostons WTAO is 



changing to a new programing for- 
mat built around the "Favorite Fifty ' 
records of the week and strong per- 
sonality disc jockey team. . . . WPAT. 
Paterson is reviving FM broadcast- 
ing and expects that W PAT-FM will 
be on the air with a full-time schedule 
by the first of the year. 

NETWORKS 

Notes on NBC's 30th Anniversary; 

Robert W. Sarnoff announcement that 
in the upcoming year NBC will insti- 
tute live programing for educational 
tv stations oil a nationwide basis 
brought enthusiastic reaction from 
educators. The NBC president also 
stated programs will be given free of 
charge to educational stations and that 
$300,000 has been put aside for the 
project. 

Educational programs will be tele- 
cast during afternoon times which do 
not conflict with NBC TV's regular 
schedule. 

Other highlights of Sarnoff s talk: 
the implications of feature film (as re- 
ported in SPONSOR SCOPE 15 De- 
cember) and his remarks that it could 
"change the entire character and scope 
of television if it is not tbougbtfullv 
assessed by broadcasters in long-range 
terms." 

Programing changes outlined at the 
NBC anniversary celebrations in Mi- 
ami touched on the new format for 
Tonight which will feature five syndi- 
cated columnists operating from New 
York, Chicago and Los Angeles and he 
'"a combination of Wide Wide World 
and Today. " Another plan under way 
is to change the Mondav through Fri- 
day 7:30-8 p.m. (EST) musie-news 
segments. 

Six NBC radio affiliates that have 
earned their 30-vear stripes also re- 
ceived Awards of Merit plaques. Thev 
were: WJAB. Providence: WWJ. De- 
troit: WT1C. Hartford: KSD, St. 
bonis: WCSH. Portland. Me.: and 
WD -\F. Kansas City. Mo. 

ABC TV vice president. Oliver 

Trey/., commenting on Robert W. 
SarnofTs remark that, "three-network 
competition can only add to the over- 
all strength of our medium."" said that 
\BC is pleased and looks forward to 
aiding both NBC and CBS for the 
common good of the industry. 
At presstime (and too late to show 
on sponsor's Comparagraph. page 
35 I CHS TV announces a title change 
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foi the quiz sliow replacing Herb 
Shriner Show Tuesday 9-9:30 p.m. 
Formerly Nothing But the Truth the 
new title will be To Tell the Truth. . . . 
It's getting to he a habit at ABC 
another big chunk of business for the 
morning radio block. Bristol-Myers. 
Ex-Lax and Life Savers- Beech i\ut are 
among those signing for o\er Si mil- 
lion in new contracts. . . . Ulondie 
will he the replacement for the 
Walter Winchell Show on NBC TV 
Friday nights at 8:30. Toni will spon- 
sor alternate weeks. 

FILM 

Shooting a telefilm series on loca- 
tion can boost the cost of* a 39- 
episode series at least S500.000. 

This is the estimate of William Cas- 
tle, producer of Ziv Tv's Men of An- 
napolis. He said this added figure is 
the equivalent of 35' r over the "aver- 
age" cost of studio-made tv half-hours. 

Heaviest items on the "extra" list 
are transportation for cast, crew and 
equipment. Castle pointed out that 
union and talent contracts call spe- 
cifically for first class travel for per- 
sonnel between Ziv's home base in 
Holl\ wood and Annapolis. 

Personnel travel plus airfreight cost 
for equipment, etc., cost Ziv between 
$10,000 and $15,000 a month. 

iVTA net income for 1956% third 
quarter is 273% higher than the 
same quarter in 1955. 

This was reported by the distribu- 
tor at \TA's 12 December annual 
meeting. Net income was $225,619, 
equal to 35 cents a share — a rate of 
profit of nearly $1 mi Hi on annually. 
Exhibition contracts for the quarter 



ab 



ove 



the 



corresponding 




"Thank goodness it's only you, Pop. 
KRIZ Phoenix said we could expect 
Santa about this time." 



quarter of 1955. amounting to about 
$3 million. Film rentals were up 
177Vf. totaling $1.83 million. 

NTA also reported that exhibition 
contracts for its newest group of 
20th Centur)-Fox features — dubbed 
the "Rocket 86" package- totals $1.5 
million. The new group was released 
earb in December. 

RESEARCH 



Jackie Gleason Show ranked next to 
the to]) in popularity. ABC TV's Om- 
nibus tied for third place with college 
boys. 

STOCK MARKET 

Following stocks in air media and 
related fields will be listed each issue 
with quotations for Tuesday this week 
and Tue day the week before. Quota- 
tions supplied by Merrill Lynch, 
Pierce, Fenner and Beane. 



What teenagers are watching and 
listening to Teen-Age Surve\, Inc.. 
shows Phil Siliers Show on CBS TV 
as a standout on week nights with 
bo- 



th 



boys and 



girls 



in both the high 



school and college categories. 

The survey. co\ering \ew York 
City, parts of New Jerse\ and Connect- 
icut, included both public and pri- 
vate schools. About 10,000 high 
school youngsters and 5.000 college 
students filed questionnaires. 

Week end viewing champs were 
Perry Coino, NBC TV. for high school 
girls and Ed Sullivan, CBS TV, with 
high school hoys, college girls and 
college boys. NBC's Steve Allen Show 
and Caesars Hour along with CBS's 
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ON 

GREATER CLEVELAND'S 
NUMBER 1 STATION 



SOUND-FACTOR DISCOUNT PAYABLE ONLY 
TO RECOCNIZED ADVERTISING AGENCIES 
BY WSRS, tNC, CLEVELAND 18, OHIO 
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ea£on'£ (greeting* 




Our rich heritage of song gives everyone the 
means to share and spread the brotherhood and 
fellowship of the holiday season. 

Music has always been the most natural expression of 

the true Yuletide spirit. Hymns and carols 
and holiday melodies have been handed down through 
the years until it becomes impossible to imagine any 
festive occasion without them. 

The normal celebrations of our Christmas and 
New Year's holidays take on added glow with the 
expressive spirit found in music. 



BMl sincerely extends the greetings 
and best n ishes of the holiday 
season to everyone. 
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BROADCAST MUSIC, INC. 

589 Fifth Avenue * New York 17, N. Y. 
New York ~k Chicago ~k Hollywood ~k Toronto ~k Montreal 



ASSOCIATED MUSIC PUBLISHERS, INC. 

1 West 47th Street, New York 36, N. Y. 



BMl CANADA, LIMITED 

16 Gould Street, Toronto 



What's happening in U. S. Government 
that affects sponsors, agencies, stations 




WASHINGTON WEEK 
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Is George C. McConnaugliey finished at the FCC? 

It is believed that if McConnaughey is actually replaced as FCC chairman, as now ap- 
pears likely, the administration will turn to a "take charge" type, who will be able to give 
strong direction to the Commission during this time when the problems are becoming both 
tough and numerous. 

Evidence pointing to McConnaughey's resignation is beginning to add up. 

Stories that he is considering resigning to return to private law practice back in Ohio 
are being fed through the same channels previously used when other commissioners were 
being nudged to quit. 

McConnaughey is filling the unexpired term of former Commissioner Sterling, who also 
resigned and whose resignation was preceded by rumors of this type. 

McConnaughey's term ends 30 June, at which time McConnaughey would have to be 
reappointed to stay on the FCC at all, much less remain as chairman. 

Another sign-pointer: Behind the scenes evidence of administration dissatis- 
faction have been beginning to show. 

The Justice Department's suit against RCA-NBC was not in itself evidence of discord 
within the administration even though the FCC had already approved the Westinghouse 
deal on which the suit was based. 

Crossed signals can and do happen as between Government agencies. 

However, Justice officials have freely criticized the Commission right out in public for 
approving the station transfer and for ignoring Justice Department allegation that all was 
not cricket when the NBC- Westinghouse deal was before the FCC for action. Public criti- 
cism is not just done when all is rosy within the official family. 



Reports from a reliable source here insist that the Grand Jury in Philadel- 
phia has refused to indict RCA-NBC for alleged anti-trust violations in connection 
with the sale-trade of the NBC Cleveland radio-tv stations for the Westinghouse Philadelphia 
radio-tv stations. 

This failure to return a criminal indictment will, assures the Justice Department, have 
no effect on its civil-suit against RCA-NBC for alleged conspiracy in connection with this 
and other matters. 

These authoritative sources say that the Justiee Department launched its eivil suit after 
it was clear that the Grand Jury would not return the criminal indictment. 

There was speculation that the Grand Jury was only called into the Justice Department ac- 
tion in the first place so that witnesses could be subpoenaed and evidence could be gathered 
with relative ease for the civil suit. 



The Federal Trade Commission issued a citation against Singer Sewing Machine for al- 
legedly representing repossessed and other used Singer machines as new. 

Also cited by the FTC this week were three bottlers of perfume: L'Argene Products, 
Harsam Distributors and Perfumeries Lido. 



The FCC this week gave the green light for the sale of WKNB TV, Hartford- 
New Britain, to NBC. 

Approval is given subject to the outcome of pending anti-trust suit against RCA-NBC. 
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DELIVERING 



PHILADELPHIA, IT'S WFIL-TV! 




WFiL-TVis FIRST! 




Audience Superiority : WFIL-TV is rated FIRST from 
2 PM to sign off — Monday through Friday — 9% 
more than Station B, 88% more than Station C. 
For a solid year WFIL-TV has been FIRST in Phila- 
delphia weekday ratings! 



WFIL-TV is FIRST! 




Local Programs: WFIL-TV's "Bandstand" and "Starr 
Theatre" are viewed in more television homes in 
the Philadelphia market than any other local day- 
time programs. 



WFIL-TV is FIRST! 




WFIL-TV is 



World's Best Movies : WFIL-TV has exclusive rights 
to the great MGM, Warner Bros., 20th Century-Fox 
and RKO feature films that have topped all com- 
petition in market after market. 

FIRST! 

Network Shows : Highest ABC-TV average ratings 
in the top five TV markets. Ratings 23% higher 
than national average for the 34 ABC-TV shows 
carried — three of Philadelphia's top shows — 
"Lawrence Welk," No. 3, "Wyatt Earp," No. 5 
and "Disneyland/' No. 6. 



For top-audience availabilities on WFIL-TV check BLAIR-TV or Triangle's National Sales Office today! 



Sources: ARB Philadelphia and National Reports, December 1955 -November 1956 
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Timely note to all who are addressing a Christmas card to Emanuel Sacks, 
the new NBC v.p. in charge of network tv programing: His name — in familiar form — is 
'*Manie" (M-a-n-i-e). His secretary will swear to that. 

It's not "Manny," or any of the other variations possible on Emanuel, but simply 
what Time magazine described so fully as "Manie (pronounced Manny)." 



An anecdote revived at CBS following the death of Paul W. Kesten concerns 
the techniques he used in training the bright people around him. 

Frank Stanton, who had just come on from Ohio State, was told by Kesten that the 
first thing he must do is memorize the call letters of CBS affiliates. 

Several times a day Stanton's phone in research would ring, and Kesten would snap, 
"All right, let's have it: Birmingham?" 

That's the way it kept up until Stanton was able to respond automatically. Kesten's 
point, of course, was that you have to know what you're talking about before you 
can get fancv with it. 



Freelancers complain that crashing the acceptance barrier at the networks is tougher 
than ever — particularly if the idea is different. 

Unless the interest starts from the top, they say, the idea will get nowhere — unless it's 
referred to as another "Lucy" or "Gunsmoke." 

Don't buy this too quickly, though. Good freelancers aren't in oversupply. 
In the magazine field, for instance, the total roster today is a mere 250 (the rest shifted 
over to Madison Avenue). 



Famed as a training ground for radio talent, WLW, Cincinnati, has also been 
a great developer of manpower on the business and executive side. 
Here is a partial list of WLW alumni, showing where they are today: 
M. F. (Chick) Allison, eastern sales manager, CBS Radio Spot Sales. 
James E. Allen, sales promotion director, WBZ-TV. 
Robert Boulware, assistant media director, Bryan Houston. 
Norman (Pete) Cash, president of TvB. 

John L. Clark, president, Transamerican Radio & Television Corp. 
William Colvin, director of station relations, TvB. 
George Comtois, general sales manager, ABC Radio Network. 
Al Godwin, sales executive, ABC Film Syndication. 
Fred Gregg, account executive, Young & Rubicam. 
Edwin T. Jamison, director of NBC Tv Spot Sales. 
Harrison Mulford, account executive, NBC Tv Spot Sales. 
Bernard Musnick, director of special program development, Ziv Television. 
David Partridge, sales promotion-advertising director, Weslinghouse Stations. 
Tom Slater, v.p., radio-tv, Fuller & Smith & Ross. 
Frank Smith, president, WCDA-TV, Albany. N.Y. 
Ken Smith, radio-tv director, Ralph Jones agency. 
As a footnote, it should he remembered that Cincinnati — despite its relatively modest 
size— has always been very scrappy in the flashy arts: radio, tv, newspapers, sports. 
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KCW, PORTLAND 

KINC-TV, KING, A" 



WALTER WAGSTAFF, 
Manager 
JOHN PINDELL, 

Sales Manager 



KGW-TV brings to the 
PORTLAND, OREGON market . . . 

• 316,000 watts of on-the-ground Video Power 

the most powerful commercial television 
transmitter in the world ! 

• A terrain-trained signal to penetrate deeply 
into Portland's steep up-and-down 
residential core ... as well as across all of 
western Oregon and southern Washington ! 

• Full ABC Network schedule ! 

• Local identification with 30 hours a week of 
live production ! 

• Feature films including MGM and DAVID 
SELZNICK productions! 

• The newest yet most experienced channel 
because KG W- TV's personnel is 
representative of over 138 years of 
television experience ! 



KGW-TV 



C HAN N E L 



television 
network 



ASK 



for rales, 
availabilities 
and market 
information. 



PORTLAND, OREGON 
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TOP TEN COMMERCIALS 

[Continued from page 2r> t 

moreials mav sell the product like 
iiiad."") : 

1. Grammatical errors made for 
greater jolksiness. There's no need to 
talk down to the public, they feel. The 
listener i\ just as apt to be annoyed 
In errors perpetrated upon the lan- 
guage as any copy chief might be. 
"Simplicity of language doesn't mean 
twisting it." said tlie creative diiector 
of a major Chicago agency. 

2. Jingles that jangle. This cate- 
gory of irritants really refers to forced 
rhymes. It's a difficult job to write 
well-rhvmed jingles that tell the selling 
point in tune with given music, Hut. 
say the pros, resist the easy way out of 
forcing words to rhyme which aren t 
supposed to when spoken in normal 
language. 

Shouting repetition, insistent and 
unceasing. Of course, all advertising 
is based on a principal of repetition. 
Hut many agency creative men feel 
that you can reach a point of dimin- 
ishing returns if you incorporate ex- 
cessi\e repetition without alley kiting 
the iney itahle monotony with music, 
or variations in the voices employed. 



\\ ith these taboos in mind, agency 
copy chief> picked ]0 winners among 
radio commercials heard in 1956. (The 
listing is in alphabetical order. ) Here 
are copy chiefs" reasons-why : 

• Chevrolet ( Campbell-Ewald, 
written by Frank Hopkins I: In this 
commercial. cle\er and good use of 
music was mentioned as making it 
outstanding. The song beginning "See 
the U.S.A. in your Chevrolet" was first 
used in 1919. but new lyrics have been 
written for it. It's still a snapp) song 
with easy and memorable rhymes. 

Here s a sampling : 
"See the Chevrolet 
See i( on display 

In any Chewy showroom coast to 
coast 

Hear the people say 

\\ hat a Chev rolet 

The 57 Chevy is, the most!" 

• Contmliiia ( Brisacher, W heeler 
and Staff) : It's usually a single line or 
slogan that makes a commercial mem- 
orable, according to copy experts. In 
the case of Contadina, this single line 
is the introduction as well as the heart 
of the commercial, repeated over and 
over again by the singers: "W ho puts 
eight great tomatoes in that little biddy 
can?' The announcer comes in after 



the refrain i> sung three tunes and 
describes the tomatoes in appetite- 
arousing detail, urging people to try 
the product. But it"s Stan Freeberg's 
funny rendition of the song that's 
memorable. 

"'I hey re say ing briefly and mem- 
orably what they v\ant to get across. " 
says fed Bates Guild Copeland. 

• Diamond Crystal Salt lOgihy, 
Benson & Mather, written by Judson 
Irish and William Wright I : This com- 
mercial, while mentioned frequently, 
did not stand out in anyone's mind for 
one particular line but rather for a 
combination of reasons. In the song, 
of course, there's the line "Diamond is 
a cook's best friend!", and it's a 
memorable take-oil on a well-known, 
popular song. It has the additional 
value of identifying the product, its 
brand name and stating the product's 
purpose and quality concisely. How- 
ever, while some praised the song, 
many felt that the announcer's copy is 
outstanding for telling consumers v\hat 
they want to hear: 

''jSow you re really cooking . . . with 
Diamond Crystal Salt, of course. 
Cause Diamond Crystal make> every- 
thing you cook and serve taste better. 
.And Diamond Crystal is weather-proof 
salt. Sprinkles freely from vour table 
shakers in the wettest weather. . . .*' 

• Ford I J. W alter Thompson, w rit- 
ten by Kd Gardner and Joe Stone) : 
The Kd Gardner series of Ford com- 
mercials are an example of clever use 
of a personality, say the pros. As 
soon as Ed Gardner comes on the air 
with his easily recognizable voice, lis- 
teners are compelled to pay attention. 
Characteristically , I'd Gardner likes to 
w rite his own copy from fact sheets the 
agency provides him. 

Heir's an example of the stvle: 
"Hello. Duffy's Tavern where the elite 
meet to eat. Archie the manager 
speakin". Oh, hello. Dulfy. Has .Mrs. 
Duffy okayed buy in' the new Ford 
yet? Well, intrigue her, Dully, 'fell 
her she can give it a worse beatin' than 
she gives vou. . . ." 

• Hit Parade iBBDO. written by 
\rt Bellaire. Dick lledin, Joe Horns- 
l>y. Dave Siegel) : These commercials, 
mentioned most frequently, also 
aroused the greatest divergence of 
opinion ranging from extreme annoy- 
ance to complete liking. On one sub- 
ject virtually all the copy experts in- 
terviewed agreed: They're highly 
memorable commercials in a field 
where mention of copy points has be- 
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come increasingly restrictive over the 
past few years. 

Following the concept of constant 
repetition, they build variety with mu- 
sic and use of different voices. These 
are excerpts from the central portion 
of a minute commercial: 

Group: '\\ew Hit Parade! New Hit 
Parade draws free as air!" 

Girl: "Your taste can't tell the fil- 
ler's there!" 

Group: "Tobacco so fine, so rich, 
so rare!" 

Girl: "Your taste can't tell the fil- 
ter's there!" 

Group: "Your taste can't tell the 
filter's there!'' 

• Manischewitz ( limil Mogul, writ- 
ten by Myron Mahler) : What do 
listeners remember? The short, catch j 
phrase, say the copy pros. In the ease 
of Manischewitz Wine this phrase is 
both a play on the product's brand 
name and an implicit praise of it: 
"Man oh Manischewitz!"" It s repeated 
seven and more times in the jingle. 
Here's the opening of the song: 

"Man oh Manischewitz, man oh 
Manischewitz 

Man oh Manischewitz. man 

You must try medium dry 

You must try medium dry 

You must try Manischewitz Medium 
Dry Concord W ine. . . ." 

• IVpsodent (Foote, Cone & Held- 
ing) : One of the most talked about com- I 
mercials of 1956, this one was particu- 
larly notable for breaking a trend in 
toothpaste advertising, away from the 
medical and back to the cosmetics ap- 
proach. The commercial simply opens 
with "You'll wonder where the yellow i 
went when you brush your teeth with I 
Pepsodent!" Put that two-line rhyme 
is a clear case of talking to the con- | 
sumer about a product benefit he wants 
to hear about. 

The following excerpts were cited by 
several copy experts as examples of 
easy, catchy rhyming at its best: 

"The taste is new, so fresh and clean 
That new taste really lasts, it's keen. 
And while it makes your smile a rave 
It also makes your breath behave."' 

• Piel's (Young & Rubicam, orig- 
inated by Ed Graham Jr., now written 
by William Lacey and William 
Schnurr) : It continues to be the per- 
sonality interplay between the two 
brothers, Beit and Harry Piel, that 
lends these commercials their enter- 
tainment value. And these two char- 
acters, with their distinctly different 
and recognizable voices, are always in 



some amusing and characteristic situa- 
tion. But. said the top agency copy 
executives who nominated this com- 
mercial almost unanimously, the com- 
mercials follow up the amusement 
with direct selling. 

Here's an example of a tv sound 
track which Piel's uses on radio: 

Bert: '"Harry's genius, singlehanded. 
made Piel's this delicious brew it is 
today." 

Harry : "Well. 1 had help. 1 . . ." 

Bert: "Put when it comes to express- 
ing himself, viewers. Ham is a cold 
fish." 

Harry : "Well ves. but 1 . . . " 

Bert: "Well, let's face it. Harry. He 
gels completely tongue-tied facing y ou 
viewers. Why he can't even tell you 
that our refreshing brew is delicious 
because it s dry and all the good beer 
flavor goes where it s supposed to . . . 
dow n your gullet !"' 

While Y&K uses some Piel's tv 
soundtracks on radio, mam commer- 
cials are written specially for radio. 
The commercials were first created for 
radio over a year ago. 
• RCA portable radios ( Keny on 
& Eckhardt, written by Stanley Tau- 
iienbaum and Harry Stoddart under 
former RCA group supervisor Fred 



Flanagan ) : It s the v isual image 
evoked in these commercials that cop) 
chiefs mentioned as memorable and 
attention-getting. Vaughn Monroe ex- 
plains that the girl is on top of a 
twelve-foot ladder, all set to drop two 
portable radios down to the door. 

Monroe: "Okay . . . let 'er go!" 

Sound: CRASH I Same one used in 
film commercials ) 

Monroe: "Let's see what happened 
. . . this ordinary portable radio 
smashed to smithereens. But there's 
not even a scratch on the case of lh\> 
new BCA Victor. . • 
• Winston (William Esty, written 
bv Wendell -Wains): Cigarette com- 
mercials aroused controv ersial opinions 
from the agencymen sponsor inter- 
viewed. This commercial, while con- 
sidered attention-getting and memor- 
able, was also considered irritating 
by some who objected to the gram- 
matical error incorporated into the 
slocan: "Winston tastes good like a 
cigarette should!"' 

A number of other radio commer- 
cials were mentioned frequently as 
outstanding. These included such ac- 
counts as Levy's Bread. Mercurv. 
SchaclTer, Pall ' Mall, Robert Hail, 
Chateau Martin. 
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THE ONE THEY LISTEN TO 
, x MOST ... IS THE ONE TO 

CSLBUY! 

In Roanoke and Western Virginia 
—that's WDBJ 

Your Peters, Griffin, Woodward "Colonel" 
has the whole, wonderful story 
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Owned and Operated by NMES-WORID CORPORATION 
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90th U.S. MARKET* 

KIMA-TV's three-station network provides 
exclusive coveroge to over 40,000 square 
miles. KIMA-TV alone creates a tremen- 
dous new morket, ranking 90th in the 
U.S., where na other single medium can or 
does claim comparable domination. 

*CBS Television 
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^^/^^ Eltas B. Baker has been elected an execu- 

^PBJI Bk live vice president of the Carl S. Brown 

W Company at the December meeting of the 

* ^S? f-yW board of director*. Baker has been serv- 

Jk JP m c as vu ' c president and supervisor of the 

~!3yr Colgate-Palmolive account. The agencv 

^^^BlN«^^|^^. handles Halo Shampoo and recently was 
|l f^j| appointed lo take over C-Ps Yel Beauty 

Bar advertising beginning the first of the 
\ear. Before joining Carl S. Brown Co.. Baker worked on the 
Colgate account at Cunningham & Walsh. Prior lo that he was a 
product manager at Lever Brothers for Rinso and Sprv. Before 
joining Lever, be worked for Young & Kubicam in both the Xew 
^ ork and Detroit offices. In New York he was assigned lo the 
Johnson & Johnson account, and in Detroit ibe Packard account, 
lie got his start in 1915 at Cray ^ Rogers agency, Philadelphia. 

Karel Pearson has been appointed direc- 
tor of the NBC Radio network, Pacific di\ i- 
sion. Announcement was made by Mat- 
thew J. CuIIigan, \ice president in charge 
of the ABC Radio network. Pearson will 
report directly to CuIIigan in his new posi- 
tion. Pearson started bis career at KNBC. 
San Francisco, as an office boy in 1931. 
He became a clerk in the traffic depart- 
ment and was transferred to the Hollywood offices of ABC in 1937. 
lie later became assistant traffic manager of the Pacific division. 
After serving in the l T . S. Air Force he returned to NBC in Holly- 
wood as night manager in the radio department. He then served in 
various capacities for NBC Radio in Hollywood and in 1955 was 
appointed tv program supervisor of the Pacific division and early 
this year became manager of the Pacific division's talent operations. 

Kenneth H. Baker has been named vice 
president in charge of research and mar- 
ket de\ elopment for California-Oregon 
Television, Inc., according to William B. 
Smnllin, president of the corporation. 
Baker was formerly vice president of the 
Market Research Corporation of America, 
president of Standard Audit and Measure- 
ment Services, president of Broadcast 
Measurement Bureau, and director of research of the XARTB. In 
bis new position he will supervise the development of marketing 
information for California-Oregon Television's stations, K1FM-TY, 
Fnrcka. Calif.: KBES-TY. Mcdford. Ore.: and K0T1-TV, Klamath 
Falls. Ore. Baker will also integrate marketing data for the area 
eo\ered by the stations for the use of national and regional 
ad\eilisers. His headquarters will he located at Mcdford, Ore. 
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Sales counters elicit na/ppdly 
Oeisn registers ring . . . 
WKRC sells, and 
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Greater Cincinnati merchants expect results 
when they use WKRC Radio. And they get them 
from Cincinnati's top-rated station, with more 
daytime listeners than any other Cincinnati 
station. 

With an exclusive Columbia Network Radio 
schedule, outstanding local personalities, and 
promotion facilities of a high order, WKRC 
Radio has what it takes to get business in the 
billion dollar Plus Cincinnati market. 
Get the facts from Katz! 




Leads All Day! 

t, tHt i \l nntit Wnlnifzht ( Mtm. thru Fri. ) 

Radio 



A TAFT STATION • Exclusive CBS Schedule 
Represented by the Katz Agency 



CINCINNATI, THERE'S ANOTHER KEY 



|T1 



IT'S WKRC-TV 



Ken Church, Vice President and National Sales Manager. 
Don Chapin, Manager, New York Office, 550 Fifth Avenue. 
RADIO CINCINNATI, Inc., owners and operators of 
WKRC Radio and WKRC-TV in Cincinnati, Ohio, and 
WTVN Radio and WTVN-TV in Columbus, Ohio. 
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STACKS OF 




Smokestacks have always been 
a symbol of activity in our Ohio 
River Valley. They came to us 
first aboard the picturesque 
sternwheelers that opened this 
region to phenomenal growth. 
They stayed to multiply and mul- 
tiply above busy mills and fac- 
tories whose industrial worth to- 
day — in the Huntington- 
Charleston heart alone — ex- 
ceeds one billion dollars! 

Nowhere in America is there 
such a panorama of business un- 
der full steam as in the 100-plus 
counties served by the four-state 
span of WSAZ-TV. Here live 
nearly a million families with an- 
nual buying power close to four 
billion dollars — a symbol of 
booming productivity making 
this America's 23rd TV" market. 
Your advertising cuts a smart 
bow wave when you consign it 
to WSAZ-TV, only TV station 
covering the whole area„ Any 
Katz office can write the ticket. 





CHANNBI* 

| * * iB " T f I V l M B I I ■ ■ ■ ■ 

HUMTIMGTOM-CHAKLESTOM, W. VA. 

Jtf-B.CL UETWORK 

Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 




Reps at work 




Martin Pollins, NBC Radio Spot :>ale;.. comments: "With the 
£id \ ertisers' full scale return to radio, representatives must continue 
to sell the medium actively and thus preclude any throwback to the 
"'dark ages of tv domination." Of the many problems now confront- 
ing reps, he says, these two are the knottiest: first, the reappraisal 
of the broadcast day in terms of 
audience composition and weekend 
listening: and second, the old 
bugaboo of "ratings.'' "It is only 
through providing improved serv- 
ice to agencies and advertisers." 
Martin sa\s, "that we can hope to 
make any progress in establishing 
the pattern of buying each avail- 
ability strictly on the basis of the 
merit of the personality and on 
whatever local advantages the ( 
show might enjoy." Ratings serve 

as a guide, he points out. but they do not furnish a conclusive 
answer. "Here at NBC Spot Sales," Martin concludes, "we are 
constantly striving to bring the market to the buyer through the 
continuing efforts of our research department and through such 
innovations as our Radio-Phonic Spot Buying whereby a buyer 
can listen to any show on any of our stations simply In phoning. 



Douglas Jones, Ileadley -Reed Co., j\ey\ ^ ork, says 1956 spot 
radios biggest year — brings headaches along with the sales boom. 
"The sales upturn has caused complications for rep and advertiser 
alike, ' he points out. "Where time is tight, the tiinebuyer must 
either take time not originally requested, reduce the number of 

spots, or even delete important 
markets." To solve this problem, 
Douglas makes these suggestions: 
(1) The agency should plan its 
campaign farther in advance, en- 
abling the rep and station to offer 
availabilities desired. (2) The 
agency should buy in months that 
are not crowded with seasonal 
spots, if its product is non-sea- 
sonal. 1,3) The agency should 
select time segments that hest suit 
the product as to size and type of 
rather than overly popular slots, such as 7 to 9 a.m. 
gency should alloyv the station to rotate spots within a 
time period, instead of insisting upon fixed positions. This applies 
particularly in local programing of an hour or more duration 
y\hich has approximately uniform audience composition and the 
same personality throughout the program, such as a d.j. slum. 




audience 
Id) The 
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THE BEELINE'S 



KMJ has MORE TOP RATED SHOWS . . . 7 out of 

the 10 most popular programs in the Fresno area are 
KMJ shows, reports Pulse. 

KMJ has GREATER COVERAGE than any competi- 
tive station, daytime or nighttime. (SAMS) 

KMJ has a GREATER FCC CONTOUR, daytime or 
nighttime, than any competitive station. 



Beeline stations, purchased as a unit, 
give you more listeners in Inland Cali- 
fornia and Western Nevada than any 
competitive combination of local sta- 
tions . . . and at the lowest cost per 
thousand. (SAMS & SR&D) 



/UteCJLodbcJUjij ^/icadccLstAAA^ CMfsAJ\paA^A\ 

SACRAMENTO, CALIFORNIA • Paul H. Raymer Co., National Representative 
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More ingenuity in radio copy 

Today".- radio commercial arc marked by more ereath iu 
and greater ingenuity in concept. Therefore we say double 
congratulations to the creators of the 10 radio commercials 
selected by agencv copy chiefs in this invigorating and com- 
petitive radio clime a.- the best efforts of 1956. (See ''The 
top ten radio commercial!* of 1956.'* page 23 this issue. ) 

This year's radio commercials have been characterized bv 
belter production values and originality in approach. A word 
of praise to the agencies with the dramatic Hair and the cli- 
ents with the understanding that best commercial use of the 
medium means con.-lant refining of the selling message. 

Public service in Texas 

It s true what they say about Texas. 
Out there they think big and act big. 

For example, take the latest Texas Association of Broad- 
casters project, called "Operation Lifeline.'" In order to tie 
in with Conolrad, TAB is organizing the whole state so that 
the public can lake their radio sets to repair shops displaying 
the TAB banner and have them marked for 1210 and 610 
through use of a signal generator. This is public service 
that registers. We recommend that other state association- 
ami the NARTH follow TAB's lead. 

Christmas for Kids 

Christmas, they say, is a season for giving. As every- 
body knows, it's also a season for getting. In our heart of 
hearts we, know that if the Yule spirit means anything at all. 
the giving part must override all. 

Hence, the Christmas for Kids plan, sponsored b\ a group 
in which radio-tv names stand out prominently, strikes just 
the right chord. The plan, and we quote, is: "Instead of the 
usual exchange of presents between friends and business 
associate-. why not provide specific gifts or services to 
needy kid- in the name of those friends?" 




THIS WE FIGHT FOR Despite great strides 
in radio commercial writing this rear (see page 
23), too many admen still kiss of] radio copy. 
Radio can gvoit in effectiveness onh if radio 
copy receives maximum creative attention. 
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lO-SECOND SPOTS 

Naturals? More station buys we'd 
like to see — Bell Telephone Co. on 
KALL (Salt Lake City) ; Southern Bell 
Telephone Co. on KAWL (York, 
Neb.): Western Union on WIllE (In- 
dianapolis) : Buxton wallets on KASTI 
I Eugene, Ore.) ; Swift & Co. on KATL 
I Miles City, Mont.): Kent Cigarettes 
on KENT (Slireveport, La.) : Cutieura 
toiletries on KUTI (Yakima, Wash.) 
and KTRA (Moah. Utah). 

Uninhibited: Chuck MefTord, d.j. at 
WKII1, Kalamazoo, ran a Suppressed 
Desire Contest, gave winners oppor- 
tunity to de-frustrate themselves by 
such antics as walking barefoot 
through money supplied by local bank. 
Sounds like a new use jar radio mass 
psycho-therapy. 

Definition: "Identification" is what 
you need to cash a check when \ou are 
a stranger in town. 

Flash! From a classified ad. 
COPYWRITER: Man with a spark 
and the fuel of experience and charac- 
ter to make it catch on. . . . 
Regular or hi-test? 

*More Shakespeare on ratings 

The ripest fruit first falls. (1) 

Taking the measure of an unmade 

gnne. (2) 

We have seen better <la\s. (3) 

The instruments of darkness tell us 

I ruths. (4) 

I neasy lies the head that wears a 
( rown. (5) 

Oft expectation fails. (6) 
\ be^ggarly account of empty boxi\s. (7 ) 
"Pis a naughty night to swim in. (H) 
This is the night that either makes me 
or fordoes nie quite. (9) 
If \ou have tears, prepare to shed them 
now. (10) 

God save the mark. (11) 

Help me. Cassins, or 1 sink! (12) 

How to woo? Dorothy Kent, cos- 
metics and fashion copy group head at 
Emil Mogul, told the Metropolitan 
Aebertising Men's Club: "Never hit 
a woman if you would capture her 
through ad copy, but strike her fancj 
and she is yours.'" To play it real safe, 
make sure she's yours before you 
strike. 

SOl'RCKS: (1) Hichmtl 11. A 11. s 1; (2) Romeo * 
lullM. A 111. s 2; (3) Tlinon of Alliens. A 111. s 1; 
(•)) Macbeth. A I, * 3; (!>) llonry IV. A III. s I: 
Hi) All s Well That l*xl6 Well. A I. s 3; (7) Ilomeo & 
Juliet, A V, s 1; (S) KIiik 1-car. A III, » 4; (9) Othello. 
\ V s 1: (10) .lullus CResar. A III. s 4; (11) Honry 
IV. Part I, A 1. s 3: (12) .lullus Caesar. A 1. s 1. 
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HOPALONG 
CASSIDY 




Participating Sponsorship 



3:30 
BUFFALO BILL, JR. 

Sponsored by Mars Candy 



4:00 
77th BENGAL LANCERS 

Sponsored by General Foods 



4:30 
SKY KING 

Sponsored by National Biscuit 



5:00 
ROY ROGERS 

Sponsored by General Foods 



5:30 
ANNIE OAKLEY 

Sponsored by Carnation's Friskies 



6:00 
FOREIGN LEGIONNAIRE 

Sponsored by Chunky Chocolates 



a solid 31 hour block of 
shows for family viewing 

co-ordinated by Jarrett "Pafc/ies" Lickle 

Veteran of Godfrey's Talent Scouts and Kaptain Kangaroo 

WBAL-TV Saturday afternoon programming is outstanding . . . solid 
with favorite shows popular with the entire family! "Patches" as M.C. 
throughout the afternoon gives it the festive appeal of one big party. 
Many of these shows are available for participating or co-sponsorship. 
Your nearest Petryman, or any of the fellows at WBAL-TV Sales will 
gladly give you complete information. 



WBAL-TV Channel 71 BALTIMORE _§jg 

Nationally represented by The Edward Petry Co. Inc. 
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